Advertising Age : 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1953, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


August 17, 1953 
Volume 24 * Number 33 
15 Cents a Copy + $3 a Year 


CHICAGO 11 * Published Weekly at 
200 E. Illineis St. * DE. 7-1336 
NEW YORK 17 

801 Second Ave. * MU 6-8180 


Lambert Expected 


‘Anti-Enzyme’ Toothpaste This Week 7 5 


CIO Signs Up as 
AM Nets Trade Old 


Sponsors for New 


WASHINGTON, Aug. 13—The CIO 
announced today that it has com- 
pleted arrangements for a 15-min- 


ute daily news program on ap-| 


proximately 150 ABC stations. 


The program, which begins on) 
Labor Day for a 52-week run, fea- | 
tures John W. Vandercook. CIO} 
President Walter P. Reuther said | 


the commercials will “acquaint the 
public with the CIO and its role 
in the community.” 

Negotiations for the program 
had been under way since June 18, 
when the over-all plan for a $1,- 
000,000 public relations program 
was approved by the CIO execu- 
tive board. 


a Mr. Reuther said today that he 
also expects to announce the de- 
tails of a CIO-sponsored TV pro- 
gram in the near future. 

The radio program will cover al- 
most every major urban area and 
much of the country’s rural sec- 
tions, CIO said. 

It will originate in New York 
and Washington and will be heard 
in the East from 7 to 7:15 p.m., 
and from 6 to 6:15 p.m. local time 
in the Midwest, Mountain and Pa- 
cific Coast areas. 

Mr. Reuther said the CIO looks 
at the Vandercook program as an 
opportunity “to serve the public 
by keeping it acquainted with the 
fast-breaking news of the day and 
how it affects the daily lives of 
each and every one of us.” 

He said the commercials will 
emphasize that CIO believes that 
“its members make progress only 
as the community progresses, an 
not at the community’s expense. 


” 


s Format and station lineup for 


to Introduce Its 


NEw York, Aug. 13—It looks to- 
day as if the dentifrice business 
is about ready to hop back aboard 
the merry-go-round for another 
whirl. 

Since the last dizzy spin was 
‘chlorophyll, and since Rystan fig- 
ures that the companies which 
used its patents sold some $45,- 
000,000 worth of chlorophyll denti- 
frices in a little over a year, this 
is major marketing news. 

The new magic word is “anti- 
enzyme.” 

At the moment it looks as if the 
\first company to break with an 
,anti-enzyme toothpaste will be 
| Lambert Pharmacal Co. (AA, Aug. 
'3), which already has Listerine An- 
_tizyme in dealers’ hands and has 
| been sitting tight for a promotion- 
al campaign expected to break a 
| week from today. 
| Lambert won't be the only com- 
| pany. The August Journal of Den- 
tal Research shows that research 
'grants were made to colleges by 
|Lambert and by Colgate-Palm- 
| olive-Peet Co. 


| 
| 
| 


|major drive early in September 
for an anti-enzyme toothpaste. The 
advertising theme is said to be: 
'“Protects your teeth all day long.” 
| Also keyed for quick action is 
Block Drug Co., which established 
‘itself in the dentifrice donnybrook 
| by bringing in Amm-i-dent, still 
‘the leading ammoniated toothpaste. 
| Block was able to roll with the 
|chlorophyll punch by introducing 
'its own chlorophyll toothpaste 
| with the advantages of both chlor- 
|ophyll and the ammonium ion and 
touted as. non-staining. 

Other drug companies hooted at 
the non-staining claim, asserting 
that it was tacit admission of low 
/ chlorophyll content, but Block was 
able to survive in the frantic chlor- 
/ophyll melee without a Rystan 
patent. 


the TV program are still being de- | 


_@ Colgate reportedly is set for 2 Who Reads What 


50% of Pay Stations 
Sign for New Time 
Deal, Mutual Says 


New York, Aug. 14—There’s 
some question whether the Mutual 
Broadcasting System is succeeding 
in getting station support for its 
“revolutionary” new network af- 
filiation plan (AA, July 27). 

Earl M. (Pete) Johnson, v.p. in 
charge of station relations, says 
it is. 

On the basis of his more-or-less 
informal count, Mr. Johnson said 
he has received written go-aheads 
from about 50% of the network’s 
375 “pay” stations and verbal 
agreements from approximately 
25% more. A separate plan is to 
be worked out later for the so- 
called bonus stations. 
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COLORFUL—This full-page color ad_ will 

run in the September House & Garden as 

the first in a campaign tying Ivalon sponges | 

in with H&G colors. Arthur R. McDonald 

Inc., Chicago, is the agency for Ivano Inc., 

Chicago, the manufacturer. (See story on 
Page 58.) 


ARF Asked to 


Get More About 


s Mr. Johnson put about 11% of 
the stations in the negative cate- 
gory. This group includes stations 
—a very few according to Mutual 
|_-which have turned the proposal 
‘down cold, as well as unenthu- 
siastic stations that have indicated 
a preference for continuing their 
relationship under their old con- 
tracts. The network is convinced 
that many of these outlets will go 
‘along with the majority if the 
time-in-exchange-for-programs 
|policy is adopted, however. 

Mr. Johnson told ADVERTISING 
AcE that the remaining stations 
are either undecided or unheard 
from. Vacations are a factor here, 
he said. 

The Mutual plan—the deadline 
for station approval has been ad- 
vanced from Aug. 1 to next Fri- 
day—calls for a reduction of net- 
work option time from nine to five 
hours daily. Affiliates will be re- 
quired to carry all five hours and 
the network may sell this time 
pretty much as it chooses. 


New York, Aug. 13—So far as 
research goes, advertisers, agen- 
|cies and media executives most 
want to know how many of what 
kind of people read which publica- 
tions. 

This is indicated by an Adver- 
tising Research Foundation Sur- 
vey to determine relative interest 
in 16 types of magazine research. 
Eighty-six per cent of the 156 ARF 
| subscribers responded to the sur- 
| vey. Each was asked to rate spe- 
cific types of research as “very im- 
portant,” “moderately important,” 
“not important” or as a_ project 
the subscriber does not favor. 
| Although there is over-all agree- 
;ment among advertiser, agency 
and media ARF subscribers, the 
survey discloses variation in the 


e In exchange for these five hours 
Mutual offers stations free of 
charge 14 hours of programming 
weekly. If network business is 
sold outside the five option hours, 
the stations will get 85% of the 


Sales Boom in 
TV Nets Fall 


Sponsor Drive 


ABC Lines Up Sponsors 
for 3 New Night Shows as 
Advertisers Rush to Sign 


New York, Aug. 14—The new 

_business spurt continued in net- 
work television this week, with all 
the networks profiting from the 
trend. 
_ American Broadcasting Co. 
signed up two advertisers for the 
“Ray Bolger Show” almost as soon 
|as the audition film was dry. The 
dancer’s alternating sponsors will 
be American Tobacco Co. and 
Sherwin-Williams Co., starting 
Oct. 1 at 8:30 p.m., EST. 

Fuller & Smith & Ross is the 
agency for the latter company. 
American Tobacco’s order was 
placed by Batten, Barton, Durstine 
& Osborn and Sullivan, Stauffer, 
Colwell & Bayles. 


# Another BBDO client, Gemex 
Watch Co., will be alternate-week 
sponsor of the new Sunday night 
“Georgie Jessel Show.” B. B. Pen 
Co. (Hilton & Riggio) bought this 
program on an every-other-week 
basis some time ago. 

“Leave It to the Girls” will be 
aired Saturday nights on ABC this 
fall with Ex-Lax as the sponsor. 
Warwick & Legler is the agency. 

New business for the DuMont 
Television Network this week 
came at the expense of ABC. Cur- 
rently aired on the latter, Old 
Gold’s “Chance of a Lifetime” wil] 
move to DuMont this fall. Lennen 
& Newell handles this account. 


# At CBS, Seeman Bros. (William 
H. Weintraub Co.) signed to air 
“T'll Buy That” on Tuesdays and 
Thursdays at 2 p.m., EST, Starting 
Sept. 29. Another daytime sale 
was made to American Dairy 


| kind of data each class wants most. 


billings, with the network retain- 


veloped, but it is understood the ® Indications are that Block, rath- 
present plan is for a half-hour in| er than introduce a new product, 
35 to 40 markets once every four |is going to promote an added ingre- 
weeks. The series will not be built dient. Heavy advertising is ex- 


around an individual personality. 
Contents will deal generally with 
(Continued on Page 4) 


' pected to break about Sept. 1. 
Bristol-Myers Co. at the mo-| 


(Continued on Page 22) 


Appliance Salesmen Just Want the Facts, 
Not False Enthusiasm, at Sales Meetings 


New York, Aug. 12—Today’s 
salesmen are left cold by the 
“let’s-get-out-and-knock-’em- 
dead” type of sales meeting. 

Results of a survey conducted 
by Electrical Wholesaling, Mc- 
Graw-Hill publication, show sales- 
men want a complete description 
of products and their uses above 
everything else at a sales meeting. 

After that, salesmen rank: Tips 
on how to sell a product; charts, 
models and films to bring out sales 
points; comparison of products 
with competitors’ lines; how to 
meet sales arguments of competi- 
tive products; prices compared 


with those of competitors; demon- | 


stration gimmicks and samples to 
help sell the product; data on size 
of market and how much it is 


worth; a question-and-answer 
period to help clear up problems, 
and an outline of national consum- 
er product advertising. 


® Most salesmen indicated they 


feel sales meetings generally are) 


too long and drawn out. Many said 


they resent executives, sales man-.| 


agers and others who walk in and 
out of meetings at will, giving the 


impression they have more im-| 


portant things on their minds. 
Falsely enthusiastic pep talks by 
executives were smacked down 
hard by a majority of salesmen. 
Most salesmen also turned 
thumbs down on attempts to gloss 
over a product’s weak points, long- 
winded presentations, canned talks, 


| false claims and half-truths. 


ing a 15% commission. Mutual 
hopes to put the plan into effect 
by Oct. 1. 

Among the first stations to go 


(Continued on Page 67) 


s Advertisers are most interested 

in data on specific purchases re- 

sulting from magazine advertise- 
(Continued on Page 56) 


_ Last Minute News Flashes 
Frigidinner Names Albert Frank-Guenther Law 


PHILADELPHIA, Aug. 14—Frigidinner Inc., maker of pre-cooked frozen 
_dinners, has appointed the Philadelphia office of Albert Frank-Guen- 
| ther Law to handle its advertising. The account has been inactive for 
| about six months. 


Pratt Joins Lynn Baker in ‘Managerial Position’ 
| New York, Aug. 14—E. Sherman Pratt, formerly a v.p. with C. J. 
|LaRoche & Co., has joined Lynn Baker Inc. in a managerial position. 
At the time he left LaRoche last spring (AA, May 18), Mr. Pratt was 
in charge of the accounts for Canadian Club, Hiram Walker gin, cor- 
dials and cocktail advertising. 


Bradford Heads GE Radio-TV Department 


SyrRAcuseE, Aug. 14—G. A. Bradford has been named manager of 
advertising and sales promotion for the General Electric radio and 


television department. Since 1950 he has been advertising manager of | 


the company’s tube department at Schenectady. 


Ronson Account Moves from Grey to Weintraub 

New York, Aug. 14—Ronson Art Metal Works has switched its ac- 
count from Grey Advertising Agency to William H. Weintraub & Co., 
effective Jan. 1, 1954. 


(Additional News Flashes on Page 71) 


(Continued on Page 8) 


1952 Income of 
Individuals Hit 
$255 Billions 


WASHINGTON, Aug. 14—A _ high 
level of industrial activity carried 
total income payments to individ- 
uals to $255 billion in 1952, a gain 
of 5% over 1951, according to 
breakdowns released by the De- 
partment of Commerce this week- 
end. 

For the country as a_ whole, 
per capita income (before taxes) 
averaged $1,639, a 4% increase. 
By states, average income ranged 
|from $2,260 in Delaware (nearly 
two-fifths above the national aver- 
j}age) to $818 in Mississippi, half 
the average for all states. In addi- 
tion to Delaware others in the top 
ranks on a per-capita basis include 
,|Nevada ($2,250), District of Co- 
_lumbia ($2,129), Connecticut ($2,- 
080), New York ($2,038), Califor- 
| (Continued on Page 71) 
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Government Hit 
for Propaganda 
on Credit Curbs 


WaAsuIncton, Aug. 12-—-The Ne- 
tional Foundation for Consumer 
Credit charged today that govern- 
ment officials are using ‘false 
propaganda” in an effort to line 
up congressional support for con- 
trols over instalment sales. 

William J. Cheyney, the feder- 
ation’s executive vice-chairman, 
claimed Federal Reserve Board 
officers and White House aides 
have been citing newspaper ad- 
vertisements to demonstrate that 
no-down-payment-and-forever- 
to-pay has become common prac- 
tice in the household durables 
fields. 

“Sporadic newspaper ‘no-down- 
payment’ advertising by some re- 
tailers is of no statistical value and 
does not correctly portray the 
buying habits of the American 
people,” Mr. Cheyney declared. 

“On a nationwide basis, aver- 
age down payments on instalment 
sales still remain above 20% for 
heavier durable products. Govern- 
ment spokesmen who use the press 
for the current deluge of scare 
comment are called upon to show 
by statistical records, from the 
books of retailers, that so much as 
one sale out of 100 on the instal- 
ment plan is made without a down 
payment.” 


® He asserted that the average 
contract terms for home furnish- 
ings is over 11 months, compared 
with 10 months a year ago. 

“Those who would misinform 
the public consistently speak of 
‘forever to pay,’ or three to five- 
year terms as if these were aver- 
age or typical sales. These are 
maximums and for every sale 
written on the three-year plan 
there are many counter-balancing 
sales written on terms as low as 
four months,” he said. 

“These who decry the intelli- 
gent use of consumer credit readi- 
ly seize upon specific instances of 
newspaper advertising in an ef- 
fort to persuade the public and 
government officials that these ads 
coincide with the book records of 
such advertisers. While the Foun- 
dation does not condone imprudent 
advertising of credit terms, it is 
obvious that advertising is written 
to awaken consumer interest. No 
statistical parallel can be drawn 
between terms so advertised and 
those actually written by the av- 
erage purchaser.” 


AMERICA NEEDS YOU 
IN THE GROUND OBSERVER CORPS! 


wens why 
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Keep your eye on the eky in the 


GROUND OBSERVER CORPS 
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TESTIMONIAL—This is the first testimonial 
signed for the Advertising Council by Pres- 
ident Eisenhower since he took office. The 
ad has gone out to 8,600 newspapers in the 
36-state area where civilian plane-spotter 


(MORGORS namt GON) MOE) 


organizations are maintained. Ruthrauff & | 


Ryan, New York, is the agency. 
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Ca a mee et ee ees 
iianiotdioden i ts 


"Somebody told me to talk 
to the people at Chase” 


ve CHASE noticmst naxx on tee 


Fe ee ee ne eee 


Fruit’s copy refers to the fact that the 


er figured to make the Times and 
Herald Tribune several thousand 
dollars richer by the time he 
landed. 

Rufus, in case you didn’t see the 
stories that tickled local editors’ 
Page 1 fancies last week, is a ru- 
fous-necked hornbill, formerly as- 
sociated with the city of Bangkok 


NEWSY ADS—When a rufous-necked hornbill escaped from a New York pet shop 
on Wednesday, Aug. 5, the newspapers carried lengthy stories on the odd-looking 
bird’s peregrination around the city’s financial district. Shortly after, two adver- 
tisers seized the opportunity to make capital of the free newspaper space with ads 
featuring “Rufus.” The Chase National Bank ad, on the left, appeared in the New 
York Times and Herald Tribune Aug. 7, and United Fruit’s ad on Aug. 10. United 


Exotic Fowl Makes News, Proves 
Birds are Strictly for Advertising 


New York, Aug. 11—When Ruf- | lined “Somebody told me to talk 
us flew the coop last week, he nev- | to the people at Chase”—was com- 


“Why didn't somebody tell me that 
wise birds don't eat the peels? I know 
you never put em in the refriggrator” 


UNITED ORUIT COMrAnY 


bird was fed bananas when captured. 


pleted, approved and ready for 
publication. 
space in the Times and Herald 
Tribune Aug. 7. 


® Despite the efforts of the 
ASPCA to capture him, Rufus fin- 
ally settled down in a pigeon cote 
and was captured by its owner. 


in Thailand. He was enroute to a 
new affiliation with an American | 
zoo when he decided to take a fly- 
er from his temporary quarters in| 
a downtown animal shop. 

Not an owl but apparently just 
as wise, he lit out for the city’s fi- 
nancial district and for nearly two 
days got a bird’s eye view of Wall, 
Pine, Liberty, Broad and other 
downtown streets. 


s On Aug. 5, while seeing the 
town, he landed atop the Chase 
National Bank offices at 18 Pine 
St., “expressing a sincere interest 
in the bank’s operations,” Chase 
says. 

The morning papers on Aug. 6 
gave a big play to his visit and at 
9 a.m., Kermit Schweithelm, as- 
sistant advertising manager for 
Chase, put in a call to Kenyon & 
Eckhardt, the bank’s agency. 


That morning the Herald Tribune | 
reported: “Mr. Renda [the pigeon 
fancier] took the bird to a cage 
in the basement and offered two 
bananas which Rufus ate vorac- 
iously, peeling and all.” 

At this point, E. S. Whitman and 
Russel Partridge, in the advertis- 
ing department of United Fruit 
Co., got on the phone to their agen- 
cy, Batten, Barton, Durstine & Os- 
born, and another ad featuring 
Rufus was in the works. 

United Fruit’s effort ran in the 
Times and Herald Tribune the 
following Monday, headlined 
“Why didn’t somebody tell me that 
wise birds don’t eat the peels? I 
know you never put ’em in the 
refrigerator.” 

Although United Fruit was 
somewhat behind Chase, Mr. Whit- 
man figures that “sometimes the 
second laugh is even funnier than 


Three hours later, the ad—head- 


the first.” 


Huntington TV Station 


| HuNtTINGTON, W. Va., Aug. 14— 
/WSAZ-TV has rejected advertis- 
ing for Paramount Pictures’ movie, 
“War of the Worlds,”. on the, 
grounds that it is “unsuitable for 
home entertainment.” 

In a letter explaining the sta- | 
'tion’s stand, L. H. Rogers, v.p. and | 
‘general manager, wrote: 


Paramount's Spots for ‘War of Worlds’ 


Refuses to Carry 


sight unseen, merely on the basis 
of the press book for the movie. 
The announcements are running 
on more than 200 stations, he said. 


Kellogg Drives in Eire 


Kellogg Co. of Great Britain, 
London, has named McConnell’s 
Advertising Service to handle a 


It ran in 1,000-line | 


Advertising Age, August 17, 1953 


Sponsors Go All-Out, Spend 9 Months 
Preparing New Cheese Test in Toledo 


ToLepo, Aug. 12—Over the past} 


three weeks, this city has been 
pretty much agog over the intro- 
duction and test marketing of a 
new-type natural white cheese 
called “nuworld”—and with good 
reason. 

For one thing, since its kick-off 
with two-color’ editorial-type 
pages in the Toledo Blade and 
Times (AA, Aug. 3), Toledo’s me- 
dia and markets have been satur- 


ated with advertising and promo-| 


tional material on the new product 
made by Tolibia Cheese Co., Fond 
du Lac, Wis. 

Another cause of the excitement 
is that the test has undoubtedly 
been a success. Kraft Foods Co. of 
Toledo, which is handling the dis- 
tribution, reports 85% distribution 
among the city’s food stores two 
weeks after the introduction. 


® Kraft won’t talk on actual 
amounts of stock moved, but an 
“outside” source has it that the 
distributors ran out of cheese on 
Friday after the first ads broke on 
Wednesday, July 22. 

As ADVERTISING AGE received it, 
the background story on the nu- 
world introduction runs like this: 

The new product was created by 
the Wisconsin Alumni Research 
Foundation through research done 
at the universities of Wisconsin 
and Minnesota. Basis of the devel- 
opment was the discovery of a new 
source of the enzymes necessary 
for curing certain types of cheese. 

Equipped with its new discov- 
ery, the foundation called on the 
Economic Research Bureau, Madi- 
son market research agency, to 


Nuworid 6 Netwral (hewn Des chapped 
By Tee t cading Wisttwestera Univarvitnes 


PREMIERE—Nine months of sales planning 

stood back of this two-color Toledo Blade 

page which premiered Tolibia Cheese Co.'s 

nuworld cheese July 22. Arthur Towell Co., 

Madison, Wis., handled advertising in the 
Toledo sales test. 


make a thorough consumer analy- 
sis as to what type of cheese the 
general public likes. At the same 
time, it assigned Tolibia to produce 
what eventually became nuworld 
cheese. 

Last October, Russell Briggs, 
head of the research agency, came 
to Toledo with his assignment, and 
set up his organization. One hun- 
dred Toledo housewives were giv- 
en samples of nuworld and asked 
to taste it, try it in recipes, etc. 
Later, a call-back was made and 
detailed notes were taken on the 

(Continued on Page 6) 


Men’‘s Wear Industry Advised to Take Heart 
That Women’s Wear Gets So Much Publicity 


Boston, Aug. 13—Men’s apparel 
clubs warned today that it is self- 
defeating for business men to try 
to get publicity by putting pressure 
on a newspaper’s advertising de- 
partment. They were told they 
should be gratified at the in- 
creased interest which newspapers 
and other media are giving to 
men’s wear news. 

This view was expressed by 


Louis Rothschild, executive direc-| 
tor, National Assn. of Retail Clo-| 


thiers and Furnishers. According 
to Mr. Rothschild, the way for the 
clubs to get publicity is: 

1. Have a good publicity com- 
mittee. 

2. Decide what the constructive 
real news might be which will 
be helpful and of interest to the 
readers of the newspaper. 

3. Issue a press release. 


4. Be honest and frank with the | 


press, but don’t be glib. 
5. If you have a speaker of im- 
portance to the trade, play him 


up. 


a Addressing the annual conven- 
tion of the National Assn. of 


ruin in the long run. Therefore, 
we should not begrudge the space 
devoted to women’s wear but 
rather we should welcome it. We 
/can hope that of the publicity in- 
| terest in women’s wear some will 
‘spill over on men’s wear. I believe 
\it is bad publicity relations to tell 
|a newspaper publisher that he 
|should devote space to men’s wear 
,just because he devoted space to 
women’s wear.” 
| 
'@ Mr. Rothschild said men’s wear 
‘makers can be gratified at the 
| Srowing realization that men’s 
| wear is news. He said some 600 
|mewspapers are regularly publish- 
ing articles about men’s wear, and 
‘nearly 100 newspapers publish 
special men’s wear sections. Na- 
\tional magazines, television and 
lother media are devoting in- 
creased attention to men’s fashions. 
“We should resist the tempta- 
tion to say ‘thank you’ to these 
publishers who are recognizing 
more and more that men’s wear 
is news. They should thank us in 
the industry for helping to make 
men’s apparel worthy of reader 


| “We feel that a horror picture of | newspaper and magazine cam- 


‘this caliber is one which perhaps paign aimed at developing the 


Men’s Apparel Clubs, he observed, | interest. We are supplying them 
“We look with longing eyes at the | with material which brings them 
wealth of recognition given wom-;™ore readers, sells more papers 


| is best suited to theater entertain- | 
/ment where the viewer has a wide | 
‘latitude of choice as to whether he 
‘attends or not. To perform this 
|show in the living rooms of our 
| coverage area we believe would be 
a distinct disservice to the com- 
| munity and the area. Thus we feel 
the same thing applies to lurid 
advertisements of the picture it- 
self.” 


# The letter was addressed to 
Terry Turner of General Telera- 
dio, in New York, who said he 
acted as producer and agent for 
this spot series for Paramount. 
Mr. Turner said WSAZ-TV 
turned down the video spots— 


Irish market. Kellogg recently 
opened a factory in Eire. Two-col- 
or ads wiil appear in The Irish 
Press and film trailers and bus 
sides also will be used. 


Miss Winer Joins Schnitzer 


Dorothy Winer, previously art 
director for Harry Lefler Agency, 
Rochester, N. Y., has been ap- 
pointed art director of Bernard B. 
Schnitzer Inc., San Francisco agen- 


cy. 


Morris to American Heritage 


Frank D. Morris, formerly ex- 
ecutive editor of Collier’s, has been 
appointed magazine director of the | 
American Heritage Foundation, 
New York. 


en’s wear—in the daily newspa- 
pers, in the magazines and in the 
movies and on television. 

“Many of us have said that 
men’s wear spends just as many 
advertising dollars as women’s 
wear; therefore, we should get the 
same amount of recognition and 
publicity. 

“We should first be realistic 
and admit that women’s wear has 
more news value than men’s wear. 
If you or I were running a news- 
paper or magazine, we would print 
first those things which would sell 
copies of our publications. 

“To please our advertisers and 
lose readers would be a short- 
sighted policy which would spell 


|and magazines, which in turn sells 
‘more advertising. We are en- 
| gaged in a joint enterprise. Basic- 
ally, our job is to keep talking that 
-men’s wear is news and to keep 
working to make men’s wear 
newsworthy.” 


Domestic Promotes Lange 


| Christy A. Lange, sales manager 
_of Domestic Sewing Machine Co., 
Cleveland, has been promoted to 
executive v.p. 


Nielsen Adds Keystone 


| Keystone Broadcasting System 
|has contracted to receive Nielsen 
| Coverage Service No. 1 from A. C. 
| Nielsen Co., Chicago. 
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NIAA Members to 
Sound Out Industry 
on Lasser Proposal 


BurraLo, Aug. 10—In a letter 
to be sent them later this week, 
the 4,100 members of the National 
Industrial Advertisers Assn. will 


be asked to discuss J. K. Lasser’s | 


“funded reserve” tax plan with in- 
dustrialists in their areas, and to 
report reactions to local members 
of the association’s board of direc- 
tors. 

This plan of action, agreed upon 
at a meeting of the NIAA execu- 
tive committee here today, will 
make it possible to hold a full- 
dress discussion on the merits of 
the proposal when the board meets 
in Chicago Sept. 18. 

The plan, which highlighted 
NIAA’s 31st annual conference at 
Pittsburgh last June, asks for tax 
law revisions which would per- 
mit any company to deduct 5% 
of its sales volume annually as a 
reserve fund for advertising and 
research. This sum would then be 
invested in a non-interest bearing 
government security, and could be 
redeemed within five years, with- 
out payment of tax, provided that 


the money is invested in advertis- 


ing. 


® In introducing the plan to the 
conference, tax expert J. K. Lasser 
said: “It will be insurance against 
the natural impulse to cut drastic- 
ally in periods of depression, when 
there is most need for aggressive 
research and selling.” 

Statements by NIAA’s outgoing 
and new presidents, Gene Weder- 
eit, Girdler Co. and Tube Turns 
Inc., Louisville, and W. C. Sproull, 
Burroughs Corp., Detroit, at the 
time of the conference indicated 
that consideration of methods to 
complement Mr. Lasser’s plan 
would constitute one of the associ- 
ation’s major program activities 
during the coming fiscal year. To- 


day’s action by the executive com- | 


Ahrens Names Two Reps 


Ahrens Publishing Co., New 
York, has appointed Blanchard- 
Nichols-Osborn, Atlanta, and 
Smith & Hollyday, Los Angeles, as 
additional advertising representa- 
tives for Frozen Food Age. Al 
Rosenfeld, general manager of the 
magazine and associated with. it 
since its inception, will represent 
the publication from the company’s 
main office in New York. 


Richman Bros. Names Agency 

Richman Bros. Co., Cleveland 
clothing manufacturer with 72 re- 
tail stores across the country, has 


named Lang, Fisher & Stashower, | 
Cleveland, to handle its advertis- | 


ing, effective Sept. 1. Newspapers, 
radio, television and outdoor ad- 
vertising will be used. McCann- 
Erickson, Cleveland, is the present 
agency. 


CHARLES V. DRESSER, central division na- 

tional television spot sales manager for 

National Broadcasting Co., has been pro- 

moted to the new post of director of sales 

for WNBQ and WMAQ, Chicago, TV and 
radio outlets. 


PRESIDENTS’ CONFERENCE-—Sporting a nifty tie, Ben Duffy (left), president of 

Batten, Barton, Durstine & Osborn, discusses mid-year advertising plans with W. 

Waters Schwab, president of J. R. Wood & Sons, maker of Artcarved diamond en- 

gagement and wedding rings. Scene was the company’s 207th semi-annual sales 
conference. 


Mass Retailing Requires Greater 
Use of Vending Machines: Greene 


Los ANGELES, Aug. 11—The next 
/great revolution in mass retailing 
| will involve the utilization of auto- 
| matic merchandising in self-service 
|stores, Robert Z. Greene, president, 
|Rowe Corp., predicted at a meeting 
‘of the Advertising Club of Los 
Angeles today. Rowe makes vend- 
ing machines. 
_ At the same time, he conceded 
‘that automatic merchandising is 
not the answer to all selling prob- 
| lems. 
| “There seems to be a widespread 
|mistaken impression that almost 
/every kind of item will eventually 
be sold by machine, but mechani- 
cal selling has its limitations,” he 
|said. “There are many items fa 
|machine can never sell as well as 


: |a live salesman.” 
mittee followed meetings held last | , 


month between Mr. Lasser, Blaine. 
G. Wiley, executive secretary of | 
NIAA, and other members of the | 
association. 


a To advertising or sales execu- 
tives weighing the possibilities of 
added sales for a product through 
automatic merchandising, 
Greene addressed these questions: 

1. Does your product have a huge 
market? 

2. Is it easily packaged? 

3. Is it used or required by most 
people most of the time? 

4. Do customers buy it on im- 
pulse? 

5. Is the unit cost low, prefer- 
ably a dollar or less? 

6. Is it a brand name, nationally 
advertised, with wide consumer 
acceptance? 

7. Is it a nuisance item with 
rapid turnover and low profit, 
sold more as a convenience to the 
public than as a money-maker? 

If your product meets ail or 
most of these tests, it may well be 
that the silent salesman can be- 
come a supplementary salesman, 
| creating sales where no sales ex- 
|isted before, Mr. Greene asserted. 


ws He presented a great deal of 
data about the automatic merchan- 
dising industry. It is now a $1% 
billion business. This volume re- 
quired some 2,750,000 machines 
making about 20 billion individual 
sales. The three top companies, 
which includes Rowe Corp., ac- 
count for less than 10% of the in- 
dustry total. The other 90% is 
done by approximately 4,000 small 
or medium-size operators. 

Mr. Greene defined the true 
function of automatic merchandis- 
ing as supplementing existing sales 
facilities and doing business at 
hours when these facilities cannot 
operate. He asserted vending ma- 
chines help to produce impulse 
sales by being on the job when a 
consumer wants a specific product 
he will buy when interested. Such 


sales are lost if not made at that 
time. 


s According to Mr. Greene, esti- 


mates show that 20% of all bev-| 


erages, 17% of all candy bars, and 
16% of all cigarets pass through 
coin operated machines. Currently, 
about 25 items of importance are 
being merchandised on a _ large 
scale through machines. In his 


_opinion, this figure will be doubled 


or tripled within the next few 
years. 
One of the reasons is that virtu- 


,ally every type of retailing enter- 


prise in America is experimenting 
with some sort of self-service in 


an effort to economize on labor and | 


speed up service. An accelerated 


i‘trend toward shorter hours and 


Mr. | 


higher wages leaves them no al- 
ternative, Mr. Greene said. 

In favor of vending machines is 
the fact Americans are well con- 
ditioned to wait on themselves, 
since self-service today accounts 
for most of the sales in supermar- 


/ kets and food stores. 


Housewives buy millions of dol- 
lars worth of products every day 
without the intervention of sales 
clerks, he pointed out. “Obviously, 
it is a short step from this to put- 
ting a coin in a receptacle and pull- 
ing a lever.” 


Heinz to Continue 
Premium Offer of 
Non-Spill Baby Cup 


PITTSBURGH, Aug. 12—H. J. 
Heinz Co. will concentrate heavily 
on its baby cup premium offer in 
magazine and Sunday comics ad- 
vertising this fall. 

Heinz started the “spill-proof” 
tumbler offer last year as its first 
premium promotion, and accord- 
ing to B. D. Graham, general sales 
manager, the results have been 
“far above the most cptimistic es- 
timates.” 

The coupon offer will appear in 
Heinz ads in the Metropolitan Sun- 
day Comic Group and Puck—The 
Comic Weekly as well as inde- 
pendent comics supplements. Mag- 
azines scheduled are Better Liv- 
ing, Everywoman’s, Family Circle, 
Parents’ Magazine, Woman’s Day 
and eight baby publications. 

Heinz branch sales offices are 
supplying grocers with point of 
sale material and store coupons to 
back the tumbler offer, which is 
given in exchange for 25¢ and six 
labels from any Heinz strained 
baby food, junior food or cereal. 

Maxon Inc., Detroit, is the agen- 


| cy. 


for Store-Distributed Magazines 


There’s Plenty of Stiff 


Rivalry Among Them and | 


_ General Monthly Books 
| 


| By James V. O’Gara 

New York, Aug. 
the most interesting aspects of the 
| store-distributed magazine field is 
|its arithmetic. 


Day, Family Circle, Western Fam- 


\ily, American Family) had a com-_| 


|/bined gross ad revenue of mere 
than $12,500,000. With two books 
|added in 1951 (Better Living, Ev- 
/erywoman’s), the total gross 
| jumped to upwards of $20,000,000. 


| This take was improved in 1952 by 


perhaps $7,000,000. As for 1953, the. 
|talk is of a $30,000,000-plus year. | 


Even $33,000,000 is mentioned. 


spoke brutally of the field’s “com- 
ing of age” at a time “when Holly- 
wood is on its fanny, the romance 
books are sick, and the general 
monthly books are dying.” He said 
the mark of the field’s coming of 
age is “the fact that big-league 
non-grocery advertisers, with 
products and services that have 
nothing to do with grocery stores, 
are coming in fast.” 

Everybody in the field these 
days is talking “diversification” of 
linage with appliances getting 
much pinpointed attention. Family 
Circle, for instance, boasts of car- 
rying three times as many appli- 
/ance advertisers this year as last, 
whereas three years ago it was 
practically a straight food book. A 
new sales 


pulling character of the local A&P 
and its close location to appliance 


711% 


13—One of) 


movie prepared for 
Woman’s Day stresses the traffic- | 


dealers, shoe stores, drugstores and 
other shops. A Circle survey says 
70% of the people buying the 
magazine live in the same areas as 
of neighboring appliance 
dealers’ customers. 


# All the store-books are firmly 
aboard the diversification band- 


_wagon, busily beating the drums 
In 1950, four books (Woman’s 


about the virtues of supermarket 
distribution. The non-food adver- 
tising outlook is so bright that pre- 
dictions are confidently made 
about the field grossing $50,000,- 
000 easily by 1958. 

The store-books—“nickel 
books,” if you're talking to people 
on the women’s service magazines 
—wax lyrical about the future be- 
cause, they say, our magazines get 
_better looking all the time, they 


|cost only 5¢, or 7¢ in the case of 
'@ One official of a_ store-book | 


Woman’s Day, distribution costs 
are low, the page rate per thou- 
'sand is low. 


se A comparative cost-per-thou- 
sand table prepared by one of the 
store-books shows these figures, 
among others: 


Magazine Guarantee Cost Per M 
(baw) 
Family Circle 4,000,000 $2.75 
oman's Day 8,750,000 2.80 
Ladies’ Home 
| Journal 4,600,000 8.17 
McCall's 4,200,000 3.13 
Woman's Home 
| Companion 4,100,000 3.14 
Better Homes & 
| Gardens 3,600,000 3.31 
Saturday Evening 
Post 4,200,000 3.74 


But the store-books, when not 
scrapping against the women’s 
service magazines (“it may be a 
nickel book, but it’s a tremendous 
value for 5¢; besides, most 35¢ 

(Continued on Page 72) 


Senate Committee Finds Movie Distributors 


WaAsHINGTON, Aug. 12—The Sen- | 


‘ate small business committee re-— 


‘vealed today how motion picture 
distributors sometimes use co-op 
/newspaper ads to evade anti-trust 
|decrees which are supposed to 
‘eliminate agreements’ involving 
theater admission prices. 

In a study of the problems of in- 
dependent motion picture exhibi- 
tors, the small business committee 
said distributors often inquire 
-about admission prices before li- 
/censing a high-cost film to an ex- 


‘Use Co-Op Ads to Evade Anti-Trust Actions 


theaters.” 

The committee’s report said 
some of the recurring difficulties 
between film distributors and ex- 
hibitors could be eliminated if the 
industry agreed on a system of 
arbitration. 

The committee said spokesmen 
for the exhibitors themselves were 
largely responsible for the break- 
down last year of negotiations 
which seemed likely to bring 
about the badly needed machinery 
for arbitration. 


hibitor for “pre-release” showing. | 


“Of course, to request such a 
statement in itself is not unlaw- 
ful,” the committee said. “Since 
the distributor works on a _ per- 
centage of the admission price, he 
may have valid reasons for in- 
quiry.” 

The report included the case his- 
tory of a Cincinnati theater opera- 
tor who advertised 
and “Bear Country” at 50¢ for 
_adults and 25¢ for children and 
then received a telegram from 
RKO Radio Pictures warning him 
that the film had been released 
with the understanding that the 
charge would be 50¢ for children 
and 74¢ to $1 for adults. 


® No disciplinary action was 
taken against the theater, but the 
next time the exhibitor went to 
RKO for a pre-release picture he 


was presented with a novel prop-'| 


osition. 

“He was requested to pay a 
stipulated sum for each person ad- 
mitted to his drive-in,” the com- 
mittee reported. “Further, the li- 
cense was granted only if he par- 
ticipated in a ‘multiple, cooper- 
ative advertising campaign.’ Any 
admission price appearing in the 
cooperative advertisement would 
be uniform for all participating 


“Peter Pan” | 


Pushes TV Antennas 


Clear Beam Inc., Burbank, Cal., 
manufacturer of television anten- 
nas, has begun a campaign calling 
for large-space ads in consumer 
and dealer publications. The com- 
pany has a new Trailer-Tenna de- 
signed as a permanent fixture on 
mobile homes. Direct mail, publi- 
city and other promotion will also 
be used. Walter McCreery Inc., 
Beverly Hills, Cal., is the agency. 


(Nielsen Bows on West Coast 

A. C. Nielsen Co., Chicago, has 
established a sales and service of- 
| fice for the West Coast at 100 Bush 
|St., San Francisco, to handle Niel- 
sen Radio-Television Index and 
Nielsen Coverage Service clients. 
|Joseph R. Mathews will manage 
the West Coast office. 


Viking Air Promotes Morton 


John M. Morton, associate editor 
of “News and Views,” house pub- 
lication of Viking Air Condition- 
ing Corp., Cleveland, has been pro- 
moted to assistant advertising 
manager. 


Anderson to Tatham-Laird 


Walter E. Anderson, formerly 
executive on the Swift account for 
McCann-Erickson, will join the 
comtact department of Tatham- 
Laird, Chicago, effective Aug. 31. 


* 
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{ Wheat, is picking 
ng broadcast, “The- 
’ as a replacement 
ntral Station.” 


_across-the-board soap opera, “The | client, Crea: 


CIO Signs U pas Doctor’s Wife” (NBC), effective | up the Arm: 
at the end of August. |ater of Tod 


AM Nets Trade Old At NBC, meanwhile, the net- for “Grand 


| work’s new radio-only sales team | 
Spo nsors for New added International Harvester Co. Sightmaste: “orp. Prepares 


(Continued from Page 1) _and American Dairy ogre to a ‘to Turn TV . ets to Color 
current events. client list. International Harvester | . 

Henry J. Kaufman & Associates, (Young & Rubicam) will present aaa Be gl ~ i 
Washington, is handling the ac- a nightly newscast in the 7 p.m. |evision sets, s prepared to offer 
count for the CIO. Al Edelson and (NYT) spot starting Sept. 7, with| owners of T\ sets a conversion 
Bob Maurer, both associates of the Alex Dreier as the commentator. plan which will turn b&w receiv- 
agency, are in charge of client This program replaces the “Pure|ers into color sets. Michael L. 
service and radio-TV production, Oil News Parade,” which has lost | Kaplan, president, ag eng —- 
respectively. Wyatt & Shuebel, its sponsor. on rs a ae — Fed a 
New York, has been retained by! American Dairy will be Bob Fotaimminsions Commission's ap- 
Kaufman to assist with station re- Hope’s nighttime sponsor this sea- | proval of the National Television 
lations and time clearance prob- son. He continues his daytime | System Committee standards fora 
lems. stanzas for General Foods, which compatible color system. 
also carried the evening show last; New color sets are expected to 
year. American Dairy’s agency is| begin at about $1,000 for a 14” set, 
Campbell-Mithun. The association | according to Mr. Kaplan. He es- 
has also signed to sponsor a 15- timates the cost for converting 


minute Bob Crosby program twice | reed _ pee by on “mae soe 
weekly over CBS television. ‘little more or a little less, depend- 
Armstrong Cork Co. is bowing jing on the cost of producing color 


out of CBS’s Saturday dramatic tubes.” The plan will be made 


lineup after many years. Another available to distributors, dealers 
Batten, Barton, Durstine & Osborn and department stores. 


s Other new business at ABC this 
week: Ex-Lax contracted to spon- 
sor “Modern Romance,” dramas 
based on stories in the magazine 
of the same name, three mornings 
a week starting next month. War- 
wick. & Legler is the agency. 
Coincidentally, this company 
served cancelation notice on its 


1,310,000 


IOWA PEOPLE 


read... LHE 
DES MOINES SUNDAY 


REGISTER. 


980,000 Read no other Sunday newspaper... 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating in Iowa. 


For complete facts on where these people live, what 
they earn, what they own, see “A Study of The Des 
Moines Sunday Register Audience in Iowa.” For 
details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New 
York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


...an “A” schedule Newspaper in an ‘‘A-1."’ market 


RS ERTS a i 
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Chlorophyll may become passe with a new development in the tooth- 
paste sales race. The new magic is an “anti-enzyme” additive, with 
Listerine expected to have first seat on the bandwagon ..... Page 1 

There’s still a question of how well Mutual’s new affiliation plan is 
going. The net says 50% of the pay stations have signed, but other 
stations have voiced objections 

Finance companies accuse the federal government of using “false 
propaganda” to line up instalment sales curbs. No-down-payment 
ads cited by White House aides are not too common, they say . Page 2 

Toledo is getting cheese conscious now that a nine-month test cam- 
paign has started. Tolibia Cheese Co. and Kraft are introducing a 
new product with big ads, big results 

Store-distributed magazines are healthier than ever. Big-league, non- 
food advertisers are coming in, a book official says, and there is 
ee Page 3 

Motion picture distributors are under fire again. A Senate committee 
reports that distributors have found a way to evade anti-trust decrees 
through co-op advertising 

What’s in a name? Commenting on proposals that colleges offer degrees 
in advertising, AA points out in an editorial that training is good, 
but “professional status” often is only a good-looking title ..Page 12 

An advertiser who spends $1,000,000 only in local media had a problem 
in keeping salesmen informed of new campaigns. A monthly mer- 
chandising brochure was the solution ..................... Page 24 

Norge feels there still is a big market for clothes washers and dryers. 

| To prove it, the company will spend $2,000,000 on a three-month 

? 266 6 Vd4d45% $04604960400 Ce boas ae ek ORS Page 35 

Industrial production will be higher this year, commodity prices and 
the cost of living lower. These are two of National Securities & 
Research Corp.’s business predictions ..................... Page 42 

How is the value of publishing properties estimated? J. K. Lasser has 
derived a rule of thumb formula based on analysis of data on pub- 
licly traded companies 

That rumor that former Sen. Blair Moody will bring out a new Detroit 
morning newspaper appears to be well founded. Latest is that it 

i ne OO MME 548s 6.d)sieeda sd 0540003005 8 405s s CRN OSS Page 47 

| More than 80% of Cleveland families own TV sets, according to a new 

survey. Video outranks gab in lower-income homes, where there are 

| more sets than telephones ..........ccccccescccccccvcccces Page 49 

| Paper-Mate will spend $3,750,000 in the next 12 months to promote its 

| ball point pen. More important to admen, the company seeks a new 
ME os Kaew ade a ake e eae Kaas Kews Weeds wee ON Red ERS Page 60 
There’s a dark picture on the u.h.f.-TV screen, if some operators are 


correct. They have asked the FCC to approve a system of limited 

subscription TV where there is heavy competition from established 

fo OR ere ree er ee es ee eee ere ee err ree Ter er Page 62 

REGULAR FEATURES 

Advertising Market Place ... .64 Mail Order Clinic ........... 42 
Coming Conventions ......... 37 Merchandising Devices ....... 50 
Creative Man’s Corner ...... 42 re 57, 71 
Department Store Sales ..... 63 Photographic Review ....... 48 
CE Says es t6 asad eee 12 by | re 46 
Employe Relations .......... 46 ED kcccssavve ene sis 12 
| Eye and Ear Department ..... 46 Salesense in Advertising ..... 41 
| Getting Personal ............ 16 This Week in Washington ... .28 
| Looking at Retail Ads ........ 46 Voice of the Advertiser ..... 54 
| Magazine Linage ............ 51 You Ought to Know ......... 64 
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Though Rockford, Illinois 
is the 100th city in the 
U.S. population-wise, it 
rates 31st in Net Per Capita 


» NEW OFFICIAL 


CENSUS Effective Buying Income. 
This income, coming from 
! Go 5 ’ 4 3 8 422 diversified manufac- 
City Population turing industries, anda 


wide and rich agricultural 
area, makes Rockford a 
top market for your 
product. The Rockford 
Morning Star and Rock- 
ford Register-Republic 
will give you complete and 
effective coverage. Write 
for the latest Consumer 
Survey of your product in 
this area. 


| 
| 
| 


ROCKFORD 


x 


BEST TEST CITY IN 
THE MID-WEST 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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| 
| 
| 


* = a £ ot Oe aa ALR Ry OTS sR FRE se oi ee Ar oo Mii rid © Se et ea r ot A ¥- pr Fee 2 
x 4 mY ey, A 5 cia we Tae i pee We ee i ett Ne a f Srna ae ae foam tee eee Si ? é see to oh % f ¢ ne x Bae me ee 
ce aking Atig-* aera aa, LER ae a Re ee ap Se ok a ee eas Pits an Ory : otek ee Fe2.c- Rares 3! : ake Sate sk 2 fete Cae : Secu tte ; peter ae. es Py ee ee ae ae ‘4 Sater bah: 
3 E esi ietzae . RT APN chee Mie MRR IOP nS) ee SNS in Ror GAS : of 25 nape LEN Ieee Vike? <a £e 5 BALA 8 ee wel ie 43 ‘ paride ke & : Sie et ha x a ny 
‘ ig 4 z ze i “ : tat Kae dah Hs re ee ge erg Pe. Aimar se ee ‘< ' Sk 2 gt a 7 an i PRE Soe Ae a cad 
bane os ‘ ; poe. AR eee ete ee or ik i gh A apa ge a an he Eigse Sie sgoten “pe all ser enepay SMG, sees WIS LS ia ae San eh cate aoe Pee SE SNe eel ae one 234i Se Goo 
ig ales ‘ . vo. ; 4 ae 4 a 
Weep . < | , 
sn ce ee ~ ee 
an) 
oy 
| iz ee 
|'Highlights of the Week’s News 
ae g | 
ee 
ee te 
ae 
‘ea 
Bass 
pike 
a 
= 
ay 
mex 
wae aie 
acs 
fase ee 
ae 
Hes 
eae 
ieee 
3 
. 
a 
eee 
See 
4 
al sl 
reaps See 
hice! 
Re 
ky ee 
cree 
ea en 3 
ce 
ae a 
sac Fa j 
eee 
7 kee 
peat oe 
Eee es 
ea 
* a » 
| | ee , 
ee ae 
Ei 
ee 
ae 
ac ’ 
Be 
ea 
Mga 
es 
wets oe \ 
iN 
te 
open: 
ats 
ea et { 
Wa hile 1 
an : \ 
eg ile 
eee ee \ 
’ ee 
ee \ 
ne { 
f 
2 f 
ere \ 
— ee | 
a a 
“eo ee | 
en | ee 
ae. | 3 o# i 
| P 
. | _ 
« + 
bie om, 
ie Bee? 
gut ae . 
4 ee | of 
" | 
| Ee 4 
° : 
«wet 1 iN thay 
4 “o 
. ‘s 
« ; 
| ss i 
| rs i ang wg 
| 131,123 A.B.C. CITY ZONE — 
: ’ «BN. Satay 
} 4 
| 441,222 A.B.C. RETAIL TRADING ZONE 
: 1 A Ra i NO ch cS a aE | 
po ve | 
ae ‘ . | 
; - oes 
a 
« | St 
= ’ 
} 
ee 
. . . 
7 t . ¢ 
g : ve ot eee 4 ‘ Sie § ha . 
: : ee i x Pt, 
; ; ; : : oi gy = lige - Ay mm . es . <> > . : , tw Kepiad “54k é Mis ae s Be 
Z . E iy “ Bate = =e ’ : sl Bes et ey 4 Te T. ee ez Ki « ied : 


Pec] 
Se ae 


82nd in a Series 


| SELECTI 


mealis 


| PROFITAB 
| en 


Concentrating on the market’s best customers is 


the surest way to cut selling costs and increase 
profits. In New York one newspaper enables you to QUALITY buys QUANTITY 


are in business management occupations... and 
49% of the families own their own homes! It’s a 
market that’s able and willing to buy—Five Billion 
Dollars BIG! Get the details... right now! 


| sell to an audience that’s all best customers... the 4 
li here 77% of the i Se 
| Quality Market where 77% of the incomes are over ol Herald Tribune families make 
| $5,000 a year...95% of the families have one or ! E (26,000,000 shopping trips a year. 
| more savings accounts...61% of the male members ne st 
| 


New York Herald Tribune women readers 
spend more than $230,000,000 a year 
for clothing and accessories. 


NEW YORK 


Herald Tribune 


Herald Tribune families carry 
$7,400,000,000 in life insurance 


of all types. 


a 


Statistical source: Herald Tribune Continuing Home Study 
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Graduate School Names Fox 
Dr. Bertrand Fox has been ap- 
pointed director of research for 
the graduate school of business 
administration of Harvard Univer- 
sity. He will have charge of all 
project research of the school, in- 
cluding publication of results. He 
succeeds Dr. Melvin T. Copeland, 
who retired July 1. Dr. Fox served 
recently as administrator of the 
Merrill Foundation for Advance-- 
ment of Financial Knowledge. 


Turn About's Fair Play 

Free & Peters has been named 
to represent WBZ-TV, Boston, and. 
WPTZ, Philadelphia, effective Jan. 
31, 1954. The stations currently are 
represented by NBC spot sales, | 
which recently was appointed to 
replace Free & Peters as repre-| 
sentative for KSD and KSD-TV, | 
St. Louis. WBZ-TV and WPTZ are | 
Westinghouse-owned stations. The} 
Westinghouse radio outlets already | 
are Free & Peters’ clients. 


Spons: s Go All-Out, Spend 9 Months 
Prepa ng New Cheese Test in Toledo 


(Contin d from Page 2) 
opinions of | ¢ housewives. Points 
such as h long to age, how 


nild, how salty and 
‘heese qualities were 


sharp, how 
various othe: 
determined. 

While in Toledo, Mr. Briggs was 
given a complete fill-in on Toledo 
market characteristics and _ re- 
quirements from the Blade. As a 


result, he returned with a recom- | 
mendation that Toledo be used as | 


the initia) market and that the 


Blade and Times be used for the | 


opening salvos in the campaign. 


® The Blade and Times, in turn, | 


agreed to go all-out in the intro- 
ductory drive. Newell Hoffner, 
general advertising manager for 
the papers, put it this way: “Be- 


cause newspapers were used ex-| 


;clusively, we were anxious to 
render every possible merchandis- 
ing cooperation. We wanted to 
show what could be done in mar- 
keting a new prcduct.” 

In November, Mr. Briggs made 
another trip to Toledo to set up 
the promotional pattern. He was 
/accompanied by Frank Klensch, 
Tolibia’s sales manager, and Ar- 
thur Towell, head of Arthur Tow- 
ell Inc., Madison, the agency for 
Tolibia. 

In April of this year, Mr. Tow- 
ell, Mr. Klensch and Dr. Hendrick- 
'son of the foundation made yet a 
third planning junket to Toledo, 
this time to sound out the grocery 


trade on the probable acceptance | 


of nuworld. Accompanied by a 
member of the Blade’s merchan- 
dising service department, the trio 


Advertisers get outstanding results because the Farmer-Stockman gets 


tighy Keadsuhio 


Southwest! 


Ney - 


in the rural 


PLEASE DON’T blame this postman! He 
may be delaying the mail, but, like so many 


Late S 


Pe Pe 
ei RN 


LETTERS HAVE poured in praising the new, 


1953 Farmer-Stockman format. 


One woman 


ee eee ee 


RR ag 
COMPLETELY NEW 
53 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 
7 STANDARD PAGE SIZE 
LOWER 4 COLOR RATES 
- LOWER PAGE RATE 
- HIGH READERSHIP 


+ ya Reema 
ng pani i Sl 


oe 


others in the rural Southwest, he just can’t 
resist reading the Farmer-Stockman! It’s so 
chock full of pictures and articles which are 
localized for the state in which he and these 
folks live. 


IN EACH ISSUE of the Farmer-Stockman, 
over one-third of the editorial content is edited 
separately for Oklahoma . .. Over one-third 
edited separately for Texas! That’s why farm- 
ers and ranchers in each state find so many 
articles which help them solve their specific 
farm and ranch problems. 


wrote, “It seems much more convenient to han- 
dle and better in every way. We plan to make 
one big book by saving all our ’53 copies.” An- 
other reader said, “Your new page size makes it 
so much easier to read .. . and easier to file, 
too.” One man wrote, “It’s now far ahead of the 
old Farmer-Stockman which I always enjoyed 
and subscribed to for over 25 years.” 


SUCH HIGH READERSHIP, 
the Farmer-Stockman year after year, 
outstanding results for its advertisers! 


enjoyed by 
gets 


403,384 SUBSCRIBER FAMILIES 


A rere 221,412 
EN oo a 5 afaik 123,734 
Ss ek wea de hans 24,315 
SPREE eee 20,565 


we 


OKLAHOMA CITY, 


The Daily Oklahoman 


0 ees eee 4,772 
New Mexico ......... 4,529 
ae 4,057 

NG 6.80 03.44.5.0%7 403,384 


© Oklahoma City Times « 


OKLAHOMA ®@ DALLAS, 


Owned and Operated by The Oklahoma Publishing Company 
WKY Radio & WKY-TV 


TEXAS 


Advertising Age, August 17, 1953 


|spent two days calling on all ma- 
_jor corporate and voluntary chain 
| organizations. 


s The reception was good. Prin- 
cipals in all the chains agreed to 
stock nuworld before the ads 
broke, and valuable information 
was gathered on packaging, pric- 
ing, point of sale material, recipe 
folders and acceptance of the 
product itself from the standpoint 
of taste, texture, etc. 

By the time Dr. Hendrickson and 
a member of the Arthur Towell 
staff arrived in Toledo in July for 
the fourth planning tour before the 
test, everyone was hard at work. 


|Kraft of Toledo was hitting the 


retail outlets, lining up not only 
the chains but a good percentage 
of the independent retailers, and 
the Blade was preparing stories 
and reprints all over the place. 
Dr. Hendrickson was _inter- 
viewed by the city editor for a 
| possible feature story on nuworld’s 
future, and two announcements 
about the cheese had appeared on 
the Blade’s woman’s page. As an 
aid to merchandising, the newspa- 
per prepared reprints of the open- 
‘ing ad and sent it to about 550 
|'Toledo grocers, inserted an an- 
-nouncement in the “Advance Gro- 
'cery News Bulletin” for July 20 
'and solicited tie-in ads from ad- 
| vertising grocers. 


@ Here again the response was 
joorg All of the advertisers ex- 
|cept three ran nuworld tie-ins in 
the first two weeks of the drive, 
and the remaining three promised 
| future tie-ins. Just to wind things 
_up, the Blade has also promised a 
survey of food stores to check the 
acceptance of mnuworld in the 
trade. This will be made after the 
drive is over. 
| A final operation in the nuworld 
'test planning was lining up other 
media to support the introductory 
ads. Arthur Towell told AA that 
'all media are now being used, in- 
_cluding radio and TV spots, recipe 
'books and point of sale materials. 
“Advertising is set through Aug- 
ust,” he declared, “and if sales 
|/continue at their present pace we 
'expect to extend it from Septem- 
'ber on, in radio and TV as well as 
in the newspapers.” Mr. Towell 
added that other markets are con- 
templated on a market-by-market 
| basis. 


Y&R Appoints McGreal 


Michael McGreal has joined the 
| Hollywood office of Young & Rubi- 
cam in a seasonal appointment as 
| supervisor of technical film pro- 
duction. He has been associated 
with Warner Brothers Studios for 


20 years. 
a 
& C f) 


at 
BCP ec: 


CONSOLIDATED 


SERVES EVERYBODY who 
wants facts--men, women, Busi- 
ness firms, Banks, Factories, 
Air and Steamship lines, Rail- 
roads, Hotels, Advertising 
Agencies. Fashion Centers, 
Foundations, City, State and 
Federal Governments, Colleges, 
Universities, Trade Associations, 
Labor Unions, Civic Groups. 
Clubs, and many others... 
quickly, thoroughly. confi- 
dentially —at little cost. 


CONSOLIDATED ffirrinc suecaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
a CHICAGO. 5. ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, WN. Y. 
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the Farmer-Stockman 

— 
-_ Serving the Rural Southwest for 42 Years 
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The WEST 


is not Ohio or New York and that’ 


the reason for.... 


In the West there is a beckon. Steadily, irresistibly, it is 
bringing new families here. Each year enough people to fil! 
a Minneapolis—more than a half million—move into tl¥s 
region. 

Perhaps you are experiencing as a Western newcomer the 
beckon that drew you... the differences in Western Living. 

If so, you've discovered that Western patios and indoor 
living rooms tend to merge .. . that our mountains and 
scashore may be only hours apart, so both may be visited 
the same day. No doubt you've noted that roses in the West 
often bloom in January... that exotic Western foods like 
artichoke and abalone are part of daily menus. And maybe 
you've also found Sunset! 

Sunset, of course, 7s the West—a magazine-full of it 
every month, Since Sunset is edited solely for the 7 Western 
states and Hawaii, subscriptions ov/side the West are actively 
discouraged (by a 50% premium rate), and no copies of 
Sunset are offered on Eastern newsstands. 

The more you live the West the more you'll see why — 
because of Western differences — if there were no Sunset 
Magazine it would have to be invented. For Sunset provides 
the information Westerners live by (and can find nowhere 
else!) on homes... travel... foods... gardening. 

Of just these four fields does Sunset speak—homes, travel, 
foods, gardening —and all articles reflect Sunset’s complete 
absorption with the West. That's why, as the West grows, 
Sunset grows too. More than 560,000 Western families 
count Sunset their indispensable magazine. And Sunset Books 
are standard references throughout the Western region. 


LANE PUBLISHING CO. 
Publishers of SUNSET MAGAZINE and SUNSET BOOKS 
Menlo Park, California 


Advertising Offices: San Francisco, Los Angeles, Seattle, 
New York, Chicago, Detroit, Boston, Atlanta, Tyler (Texas) 


(Sunset reprints here a message — 
one of a series —it is currently publishing 
in leading Western newspapers) 


Sunset's administrative and main editorial offices 
—at Menlo Park, California—a place to work, 
of course, but also a place to get more enjoy- 
ment from Western Living. You are cordially 
invited to visit Sunset’s home on any weekday, 


HOW BIG IS SUNSET? 


Newcomers to the West are often surprised 
by Sunset's size and influence. For Sunset is 
strictly (and deliberately!) Western... edited 
for just this region. Sunset does not compete 
with the fine national magazines which ciru- 
late all over the country. But here's how it 
ranks with them in Western circulation. 


500,000, | CIRCULATION IN 
7 WESTERN STATES 
Home Service and 
Travel Magazines 


+ 400,0004 Fe 


+ 300,000 4 #4 


+ 200,000 - : 7 


- 100,000; Fe 


BETTER HOMES and GARDENS | 
l 
AMERICAN HOME — | 


i l 
NATIONAL GEOGRAPHIC | 
| 
r. | 
| 
x a 
IVING for YOUNG 
HOMEMAKERS 


SUNSET'S CIRCULATION IS CURRENTLY MORE THAN 560,000 IN THE WEST AND HAWAII 


Source: ABC Dec, 31,1952 
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Editors Nome Worden for PR_ Shore Metal Names Woolf 


George M. Worden, assistant to! Shore Metal Products, Los An- 
the director of advertising and|geles manufacturer of sanitary 
publicity of Air Reduction Co.,/ maintenance equipment, has ap- 
New York, has been named chair- pointed Len Woolf Co. to direct 
man of the new public relations its advertising, effective Sept. 1. 
committee of the International) Trade publications have been 
Council of Industrial Editors. | scheduled. 
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ROCK ISLAND 


Jpposes 
.on Ads 


forTVC .annels 


Resnick 
FCC Plc 


WASHINGT: Aug. 13—Broad- 
casters hav: demonstrated little 
interest in a plan which has been 


proposed by ‘he Federal Commun- 
ications Commission that requires 
applicants for TV stations to ad- 
vertise their plans in local news- 
papers. 

Under the FCC plan, no appli- 
cation for a channel would be ac- 
cepted unless it is filed within 
30 days of the time the adver- 
tisement appears. 

Leo Resnick, who resigned as an 
FCC hearing examiner last spring 
to enter private law practice, filed 
a statement suggesting that the 
rule will do more harm than good. 
He said the proposal will not speed 
up the handling of uncontested 
applications, which are already on 


a current basis. 


He expressed fear that the rule 
would injure other well-qualified 
individuals who might wish to be- 
‘come parties to contested situa- 
‘tions. He pointed out that many 
disputes over individual channels 
will be months and even years 
‘coming to hearing. He said the 
cut-off date for further competi- 
tion should not be applied until 
some reasonable period before the 
hearing opens. 

Similar views are expressed by 
CBS. 


Worrell to Geare-Marston 


Grant Worrell, previously as- 
sistant advertising manager of 
James Lees & Sons, Bridgeport, 
Pa., has been named assistant me- 
dia director for Geare-Marston, 
Philadelphia and New York. 


Bauling Appoints Dunay 

Leon A. Bauling Co., New York 
fabrics manufacturer, has appoint- 
ed Dunay Co., New York, to handle 
its advertising. Plans call for use 
of pattern magazines, point of 
sale and direct mail. 
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Cuyahoga Cy. 
Total Retail Sales . . 


Food Sales . ‘ 487,941,000 
Gen. Merchandise Sales 265,797,000 
Drug Sales ..... 58,480,000 
Furn., Hsld.,Radio Sales 93,912,000 
Eff. Buying Income 2,840,383,000 


* Akron, Canton, Youngstown not included. 
Figures — Sales Management Survey, May, 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


4 


71% of the Plain Dealer's daily circulation in 
Greater Cleveland reaches families that account for 
73.9% of the city’s retail sales. In addition to 
blanketing Cleveland's effective buyers, 

the Plain Dealer advertiser gets a valuable bonus— 
dominant coverage of the rich 26-county adjacent 
area that constitutes the Plain Dealer's famous 


2-in-1 market... both for one 


26 Adjacent 
County Area* 


$1,803,864,000 $1,466,720,000 


376,096,000 
115,023,000 
35,890,000 
68,849,000 
2,269,476,000 


1953 


low cost. 


Advertising Age, August 17, 1953 


Sales Boom in 
TV Nets Fall 


Sponsor Drive 


(Continued from Page 1) 
Assn., which bought two 15-min- 
ute segments of the new “Bob 
Crosby Show.” 

This 30-minute program will be 
televised Monday through Friday 
from Hollywood, starting Sept. 14 
at 3:30 p.m., NYT. Campbell-Mith- 
un is the agency for American 
Dairy Assn. 

This agency also placed the 
Theo. Hamm Brewing Co.’s order 
for a midwestern hookup for Ed- 
ward R. Murrow’s new telecast, 
“Person to Person.” American Oil 
Co. signed to air this 30-minute 
show in eastern markets several 
months ago. 


# The show, in which Mr. Mur- 
row will interview top personali- 
ties in the news, will premiere in 
October. Marilyn Monroe is being 
sought as the first guest. 

Serutan Co. (Edward Kletter 
Associates) will move “Juvenile 
Jury” from NBC to CBS in Octo- 
ber. The program will be sched- 
uled Sundays at 4 p.m., EST. 

NBC brought a new name into 
network TV with the signing of 
Shwayder Bros. as a participating 
sponsor on “Show of Shows” and 
“All Star Revue.” The time for 
Samsonite luggage and Samson 
furniture was bought’ through 
Grey Advertising. 

Another new participating spon- 
sor for the telecasts is Cat’s Paw 
Rubber (S. A. Levyne Co.). 


@ Starting date for the Ford 
Foundation’s second regular video 
series has been set for Sept. 13 at 
3:30 p.m., EDT, over NBC. Bur- 
gess Meredith will be master of 
ceremonies for the 30-minute pro- 
gram to be called “Excursion.” 
No advertisers are lined up yet 
for the telecast, which is in the 
market for them. 

S.0.S. (McCann-Erickson) is 
the first advertiser on NBC’s new 
daytime lineup. This company has 
placed a tentative order for two 
telecasts weekly of the dramatic 
strip, ‘“‘Hawkins Falls.” 

Consolidated Chemical Co. 
(Dancer-Fitzgerald-Sam ple) has 
contracted for a 15-minute version 


of the “Arthur Murray Party” 
over the same network starting 
this fall. 


Lanston, Cuno Merger Blocked 
by Security Banknote Co. 


|. Proposed merger of Lanston 
| Monotype Machine Co., Philadel- 
| phia, and Cuno Engineering Corp., 
| Meriden, Conn., to form Lanston 
| Industries Inc., has been blocked 
by Security Banknote Co., New 
York, Lanston’s largest stockhold- 
er. Security’s objection is that 
| Lanston directors stand to enjoy 
|}personal financial benefit if the 
| consolidation goes through. 

Lanston Industries was incorpo- 
rated in March, 1953, as a Virginia 
corporation for the purpose of the 
merger, and acquired Cuno (AA, 
April 13). Lanston directors at 
their Aug. 13 meeting took no ac- 
tion on a dividend on common 
stock because of restrictions on 
the merger agreement. The com- 
pany paid 25¢ in May, and nor- 
mally would make another pay- 
ment at this time. 


Pola-Lite Names 3 Execs 


Matthew Fox, motion picture 
executive, has been appointed 
chairman of the board of Pola-Lite 
Co., maker of glasses for 3-D mo- 
tion pictures. S. G. Fassoulis, ex- 
porter-importer, has been named 
‘president and chief executive of- 
ficer. Al O’Keefe, formerly na- 
tional sales executive of Universal 
Pictures Co., has been appointed 
\v.p. in charge of sales. 
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How BIG is the (jii market? 


The market LIFE reaches with a single issue (11,880,000 households”) is big 
enough, all by itself, to consume the entire yearly production of most 
brands, many manufacturers, many entire industries, including service industries. 


*From: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 


eet 


For example, in entertainment: 


If, this year, any one member of each household reached 
by a single issue of LIFE went to the movies just once a 
week (@ 50¢ per ticket), theatre receipts from this audi- 
ence alone would exceed the gross box office of the top 100 
hits of 1952 by more than 75 million dollars. 


1952 gross receipts of top 100 moving-picture hits —$233, 400,000. 


52 admissions (@ 50¢) bought in 11,880,000 LIFE-reading households 
—$308, 880,000. 


The bigness of LIFE offers unmatched opportunities— 
not only to manufacturers, but also to service industries 
with a broad general market. 


No other magazine reaches into so many households or 


HONE 
SAVER T 
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For example, in life insurance: 


If, by the end of this year, the life insurance carried in 
each household in LIFE’s single-issue audience totalled 
just $7,500 (ordinary life), the insurance carried by this 
group alone would amount to more than half the total of 
all ordinary life insurance in force at the end of 1952. 


Estimated ordinary life insurance in force, Dec. 31, 1952 —$172, 900,000, 000. 
$7,500 carried in 11,880,000 LIFE-reading households — $89, 100,000, 000. 


offers such a vast potential. 


And most service industries—from entertainment to in- 
surance—find in the LIFE market alone a provable oppor- 
tunity to break their best existing sales records. 
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C programs rate highest 
in 71% of evening time periods 
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NBC programs reach the largest audiences in television... 
And in the evening when all four networks are 
most competitive, NBC’s lead is especially impressive. 


xX 


Of the 84 weekly quarter-hour evening periods 
(7:30-10:30 P. M.),* NBC rates highest in 60 periods, 
or 71% of the time; and the No. 2 network in 20 
periods, or only 24% of the time. 
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Here’s how the networks rank by time periods: 
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In ratings by time periods, as in every other measure 
of audience size, the results are the same... 


NBC is America’s No. 1 Network. 


Next week... further proof. 


NBC’s Audience Advantage is to Your Advantage... Use If. 


TELEVISION 


a service of Radio Corporation of America 


SOURCES: Nielsen Television Index, January-April, 1953 


NOTE: The accuracy of the above data has been verified by the A.C. Nielsen Company 


af *All evening option time periods on NBC, 


* a mee US ct Meeectaeaesy ips Se RDO ete ony Yow cick apogee Wd Be Sh Feehan ee yee SI ied divest ae ay ine ahaa ne anal RR ARES E oT RO Ser Nn eee Sets, ¢ ee ted Se ees eee ee See i Re ae eed by 
a eo eee. Sag a ace ies fet a yon igi mae een ie pet hy et epee ; Bice Se ee te pete, ape its se A panne 8 oreo A Pe eee wer tes 7, eee 
Puen ee Bae alee ey iy Y i ee |e RS ag ie ape ear . wien 2 se eae e. en Reg wey ee ie ee = BS ae a = Nite Pe PERSE DS Ce saree Oekeaee meter Ss 
ac : * “is aa see oe é a 1s oi tog ae .: ot i eae By a es oe S ee 5 ¥ : cy ce a! . fe 2 glee ne pee ee : 
eee | of i ee ee ee ee eee rile se - eS | CRM rie, Versa <— i N paige te Se eas eee eee Seeataelanity SS SN 1 EN 8 a tata aaa Naa Sg 
; ~ - ~~ ter ee awe By ioc Pat a eee hoe : : y's oe ry ee (a a ate A, ay A eo ee oat < is ene es es aaa 2 SRB SeSRE Ps ag RTS sete ede te ee a ue AS ee 
2 . — = _ ee : 
} 
} : 
| 
Y ary <7 i. 7 aay y 
(0,0 0,0,0, 0/0 0,0,0/0,0,0;6,0,0,0/0]6)0,0,6,0,0[0,0,0;6(0,6[0,6\0\e,0/e,6 06,070 0,0 0,0]00/0;0;0;0;6,Slelelelele'ece% 
eB @'0'0'0 006066 6's" Yeseeeoe eels e'e'e'e'e'e" OOo 0-0-0206. 0-@ 
2.2; ,y se -** ‘sescee’ cee Sees eee eaeee 9 ,2,2,0,2,9, ,2,2,0,2,0,0.2 0,2. 0,0,0,0,0,0,0,0,0, 0 60002 00,08 : 
ef Px Ne‘eeeeeeee - Py S ‘eee Py oe \Srafeatete’ + e ss” Py ‘e 8.8. ° XK Searee oe ‘aie'a'e'aeeatatae ; 
‘eee ‘weoeeee ‘ Me ‘Sete ‘See “oleae ’ 2% - Z e 2 ater won Me, BSS, E22, B99, G22, | o2,2,9,9,9,2.2,2,0, 28; 
6060. Sat, ¢¢-¢ ,0,2,2, 4. ¢, 228, ¢ 12,2, C8222, 2. 6.9.28 8 LARS e, 22,2, — 228, ae «, ,8,2,2, 22, 22, 22.2, 228. 22,2, 22,2 22S, + 2,%,2,2, ; 
M222 CSOSSCS 6. % C66 COS COSSS80 ~ \ 6068 BEGG SSSS 600680 6 TQ 
y De we 
« >  e 
*, 0,8. L 
: * 
o.@ es 
xX 
3 
; 
i ; 
5 
® 
bed 
* 
xO . 
sd . 
& 
»< 
@ com 
6 @ am, See 
e°R ne.8 Ala eae 
ye 4 fem wy 
6.6 & a SE aed 
, eekag™ oe 
60,8 » he ane 
0,02, xs 
ad Od Gi te 
20,8. ee 
Xe ee 
i Pk ae 
ee 
N cyaitioe § 
<\f on sons 
YV/ LA Be hee 
o 0 © 4 | : 
.o@@ ' 
Ome ; 
oo 4 | :, 7 
Sond 
* 
Ke 
o-¢ 
SSH . 
XX ae 
On Boeri ss 
XXX : 
XX 
Yael | 
OOK I | 
0.0.8 | 
OO YX mse 
ee XX Dene 
SO % 8 | ie 
XX) pies 
oo + ate te 
e | SOA Ne 
o BES ph OM 
> & } fis ees“ 2 id 
Ox Sh 
><‘ fee tec 
 & oe 
rx aan 
X + Be. ices 
4 pine 
© re 
+ ieee 
, bens 
ca he Peel tae 
es ae 
aw, o 
ac ee 
Sahat, 
ett 
Meares si 
ci aetna ee mie aan: yes ic 
i aa 
Sree ie ee eS ee ae isaiechiniinchsdeapanaieiiiabamediil ae 
Saye 
ee nes 
( a | : 
‘ z 
’ y 
i 
: } ee = 
q Sees 
} Je 
, ! , a3 Sa 
| way, 
Bx oe 
‘ Wee 
« pad - 
+, toe *a%g* Paton 
Jos Shes A. mo , + o 4 es ‘ed 
i S28, 22 oo oe * x 
PP wt p 5 . x » & _? * oe ‘ 
bs woe 4S 0,0. dae Boe Seen 
\7 : ale ; 
XX ‘ee yt &, oO my oe * v : RSS nd a 
A. ¢ - a 
x v4 Y ¥ XG . 259". >, 
mt pee! ss os ~ cf " 
8, j J ‘ # ¢ A 
; ‘a's’ 2 fl eo cee aaa'a’ : 
ol lye . “ ys 
ee 
“ Pe : 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 

Trade Mark Registered 
Issued every Monday by Advertising Publications, inc., 200 E. IIlinois St., Chicago I! 
DE 7-1336), 80! Second Ave., New York (MU 6-8180), Notional Press re Washington 
, D. C. (Re 7-7659). G. 0. CRAIN JR., president and publisher. $. R. BERNSTEIN, O. L. 
BRUNS, J. C. GAFFORD, G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, Magazine 
Publishers Association, National Business Publicotions. 


! EDITORIAL 

Editor, S. R. Bernstein 

Executive Editor, John Crichton 
Managing Editor, Robert Murray Jr. 
Assistant Managing Editor, Marjorie S. 
Nelson 

Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O'Gara, Lawrence Bernard. Chicago: 
Murray E. Crain, Jariath J. Graham, 
Al Stephanides, Lambert S. Botts, Alan 
Miller, Wilbur L. Burkhart. 

Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 
Advertising Director, Jack C. Gafford 
Manager Sales and Service, G. D. Lewis 
Advertising Production Manager, 
George F. Schmidt 
New York: Halsey Darrow, James C. 
Greenwood, John P. Candia, Harry J. 
aaa, Manning Brown, David J. Cleary 
r. 


Chicago: E. $. Mansfield, Arthur E. 
Mertz, Rod H. Minchin, W. G. 
Vanderpool. 

Los Angeles (17): Simpson-Reilly Ltd., 
1709 W. Eighth St., Walter S$. Reilly, 
Pacific Coast Manager 

San Francisco (3): Simpson-Reilly Ltd., 
703 Market St., Wm. Blair Smith, Mgr. 


15 cents a copy, $3 a year, $5 two yeors, $6 three years in U. S., Canada and Pan 
America. Foreign $4 a year extra. Four weeks’ notice required for change in address. 
Myron A. Hartenfeld, circulation director. 


Advertising Age, August 17, 1953 


Degrees in Advertising 


Don Belding of Foote, Cone & Belding, one of the most active of all 
advertising men in the realm of public affairs, is interested in pro- 
moting more schools of advertising, and a greater number of col- 
leges which offer a degree in advertising. 

Mr. Belding reports that three liberal arts colleges in the West— 
Denver University, Whitworth College in Spokane, and San Jose 
State College—are now giving degrees in advertising, and the Uni- 
versity of Oregon has expanded its school of advertising and expects 
to offer a degree in the subject next year. He believes that all of the 
564 liberal arts colleges ought to be encouraged to offer degrees in 
advertising. 

When they do, he says, “we will have really arrived as a profes- 
sion, and we will have a yardstick for the employment of young peo- 
ple in advertising.” 

Having frequently expressed our personal belief that advertising 
is a business and not a profession, and at the same time feeling that 
development of competent schools of advertising and degrees in that 
subject would be a good thing, we find ourselves neatly impaled on 
the horns of a first-class dilemma. 

On the one hand, we feel that “professional status” is a label which 
too many businesses are seeking to pin on themselves just because it 
sounds good, and is soothing to the ego. On the other hand, we are 
all for better and more intensive training in advertising. The busi- 
ness needs better trained people, and a more scientific approach to 
the practice of advertising. 

Probably the dilemma will ultimately solve itself. When—regard- 
less of whether “professional” status is involved or not— advertising 
practitioners and educators can get together and decide what really 
constitutes a worth while education in advertising, there will un- 
doubtedly be expanded courses and presumably degrees in adver- 
tising. 

There are signs that the subject is finally beginning to jell enough 
so that practitioners and educators can agree, at least in broad 
outlines, on what are good courses for prospective workers in the 
vineyards of advertising, and what are not. But there is a long way 
to go. 

One of the things that seems to counsel a bit of patience and cau- 
tion, as far as degrees in advertising are concerned, is the fact that 
none of the schools that seem to be in the forefront in advertising 
education offer degrees in advertising. And certainly, the quality and 
adequacy of the courses given is more important than the name of 
the degree in which they result. We ought, therefore, to encourage 
the schools with good courses to offer degrees in the subject, while 
at the same time making certain that those schools which do offer 
degrees provide an adequate advertising education. 


The 3-D Resurrection 


We have been watching with interest and a sort of baleful fascina- 
tion, the resurrection of three-dimensional gadgets, and their wide- 
spread use in advertising. And we hope, frankly, that not too many 
more people will put their money into this gadget. 

Three-dimensional printing (and three-dimensional movies) are 
at least 30 years old, and they seem not to have improved very much 
in the interim. The glasses may be polaroid now, instead of merely 
colored celluloid, but the effect is just about the same as it was in 
the ’20s. 

Those who were alert enough to step on the bandwagon quickly 
have already taken the edge off this gimmick, it seems to us, and we 
suggest that advertisers who may be thinking about hopping aboard 
at this late date consider well and seriously before they take the 
plunge. As is usually the case with any fad, the early ones gain ad- 
vantages, and those who follow are likely to waste their money. 
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—McFeatters in the Chicago Sun-Times 


“No, he’s not in conference—he sneaked out to play golf!” 


What They're Saying 


Suggests an Audited 


Survey of TV Audience 
Television surveys are frequent-| 


ly ludicrous in the results they 
give. These surveys, which TV 
fans rarely see, are nevertheless 
important to all of us. The results 
given by the surveys often deter- 
mine which programs will stay on 
the air and which will be kicked 
off. Stations, sponsors and adver- 
tising agencies base many of their 
decisions on the surveys. If a sur- 
vey shows a program has a good 
audience, it will probably remain 
on the air. If a survey shows a 
small audience, it is usually can- 
celed. That is why these surveys 
are so important to all TV fans. 
They decide what we are to see in 
a majority of instances... 

Cockeyed results of the surveys 
exert a detrimental influence on 
the industry, in my opinion. TV 
fans suffer when their favorite 
programs are kicked off the air 
because of some survey. These di- 
vergent survey results can be used 
to flim-flam would-be purchasers 
of programs. To me, they appear 
so unfair that drastic action should 
be taken by the industry. 

My suggestion is that the Na- 
tional Assn. of Radio and Televi- 
sion Broadcasters put out a survey 
of its own. The survey work might 
be turned over to a national firm 
of certified public accountants, 
which will certify the results of 
the survey even as it certifies fi- 
nancial statements for corpora- 
tions. 

Today, members of the industry 
spend a fortune on surveys, which 
are inaccurate in many respects. 
The NARTB should assess its 
members for this proposed indus- 
try-wide survey; so it won’t cost 
any more money than is already 
being spent. 
| Obviously many stations will 
| prefer their pet surveys and will 
| object to an industry-wide survey. 
| But the NARTB should prove that 
| it is of age and is trying to be ethi- 
| cal in attempts to protect the TV 
fans and the advertisers by con- 
ducting its own unbiased survey. 
| After all, newspapers have their 
| circulation guaranteed by a na- 


tional ABC audit. Why should TV 
and radio be different and resort to 
pet surveys? 


—Charleton Wallace’s TV-Radio col- 
umn in the Cincinnati Times-Star. 


Wanted—a 3-D Policy: 
Determination, Decision, Doing 

What’s happened to our national 
backbone, anyway? We seem to 
have lost the “gumption’” that 
Americans are supposed to have 
to tackle a problem head-on... 

Look at the dairy industry. But- 
ter has been on the skids for some 
time. In ten years, sales of butter 
per consumer have been cut in 
half. Margarine has found increas- 
ing acceptance as a wholesome, 
palatable product with a substan- 
tial price advantage. So what did 
the dairy industry do? Instead of 
trying to “sell” butter—come up 
with a better selling story—they 
used lobby pressure to build up 
legislative restrictions and nui- 
sance taxes, tried to make it incon- 
venient for people to use marga- 
rine, asked the government to pay 
them for producing butter which 
they could not sell at prices satis- 
factory to them. 

The new Secretary of Agricul- 
ture told the industry this was the 
wrong approach, that it must solve 
its own problems or butter was on 
the way out. But he accepted the 
industry’s reply that it would try 
to work out a program but it need- 
ed time—meanwhile, it asked, 
“pay us our supports, hand out our 
subsidies.” 

More time? Baloney. The indus- 
try has had a decade or more to do 
something constructive, but has 
preferred the obstructionist, soft 
way. Business gripes about “feath- 
erbedding” tactics of organized 
labor, of trying to get something 
‘for nothing, more pay for less 
work, etc. But when one segment 
,of business runs into trouble, it 
runs squalling to the government 
for help. Where is the wonted in- 
itiative, enterprise, 
the “American way” of doing 
\things that gets so much lip serv- 
ice and ballyhoo? 


—Henry Marshall, Editor, in the July 
| issue of Wholesale Grocer News. 


Rough Proofs , 


John McLatchie says Tokyo is so 
noisy he thinks the people there 
must buy their cars on the basis 
of horn power rather than horse- 
power. 


e 

| Some London newspapers refer 
to certain administration support- 
‘ers as “backwoods Republicans,” 
‘and they’re not thinking of Abra- 
‘ham Lincoln, either. 

| 


In corn-fed Iowa, reports Sta- 
tion KRNT, you can hear that 
green stuff growing, just as en- 
thusiastic followers of the noble 
steed think they hear it growing 
on every racetrack. 


Mark Ethridge rises to the de- 
fense of the mint julep in the 
Louisville Courier-Journal. He 
doesn’t want folks to think it was 
invented by Bill Corum to amuse 
visitors attending the Kentucky 
Derby. 


“If you still think of Arkansas 
in terms of mountain cabins and 
kerosene lamps,” challenges Sta- 
tion KTHS, “take another look.” 

But don’t look in the direction 
of Bob Burns. 


The Pacific Society of Printing 
House Craftsmen thinks folders 
and booklets shouldn’t be called 
brochures. Next thing you know, 
some fussbudget will say sales pro- 
motion material isn’t really “liter- 
ature.” 


Chevrolet must have a lot of 
fun. It not only sells the most cars, 
but it has the lowest unit cost in 
advertising them. 


Democratic Digest was started 
to offset the “one-party press,” 
politicos say. Strange how this 
didn’t seem to matter for about 20 
years. 


Ray Milland, Academy Award 
winner, will start on both radio 
and television next month, and the 
way rehearsals usually go, he 
won’t have a chance for a lost 
weekend. 


Gene Whitmore insists he hasn’t 
retired, and isn’t using a crutch 
or a wheel chair. But perhaps he 
ought to give a little and start us- 
ing an electric typewriter. 


Parker “51” is described as “‘The 
/world’s most wanted pen.” In Italy, 
some people admire it so much 
‘they make fountain pens exactly 
like it. 


| Detroiters go out to see the 


self-reliance of|Tigers, even when they’re in last 


place, says the News. But now that 
they’re in seventh place, watch 
the turnstiles click! 
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Ever-widening frontier still open! 


Delaware Valley 
U.S.A. WORLDS GREATEST 


INDUSTRIAL AREA 


Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


@eeeeeeeesaeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeee SOHSSSHSSESESESSSSSSHSSSSSESESEHSSHSSEESHEESHEESHEHEEHESHEEHSESSEHHEHEEEES 


They’re heading east to the frontier 
these days. . . east to the new industrial empire 
in Delaware Valley, U.S.A. 


Here’s where the growing’s phenomenal, 
where it’s boom time every day. Here, rising 
industry develops the world’s NEWEST 
business frontier. 


Industrial leaders earmark over $3 billion 
for expansion. New workers fill thousands of 
new homes. New income rings up nearly 

$5 billion yearly on retail cash registers. 

It’s frontier 1953 style ... Delaware Valley, 
centered in busy Philadelphia. 


Constantly pointing the path to progress, 

THE INQUIRER extends coverage over this whole 
3rd market in America. A steadily growing list 
of advertisers testifies to the power of INQUIRER 
influence when Delaware Valley buys. 


USE THE FIRST NEWSPAPER 


By anybody’s measurements, THE INQUIRER 
rates top spot in this essential market. 

It’s highest in advertising linage . . . 

greatest in influence . . . with years of leadership 
behind it, years of growth ahead. 


Get set for selling gains in Delaware Valley, 
U.S.A. For the most advertising value 

at least cost, choose the Valley’s First 
Newspaper... THE PHILADELPHIA INQUIRER. 


Che Philadelphia Prguiver 


Constructively Serving the World’s Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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REPORT ON STATE FARM PAPERS 
(Report Number Two of a Series) 


First: In 22 states, the farm market population is the largest 
mass market. 


Second: In 15 states, the farm market is the second largest mass 


market, second only to one metropolitan-county area 
in each state. 


Every one of these state farm mass population markets is dominated by the circula- 


tion and influence of one medium, the local farm paper. (In most metro-markets two 


because... 


STATE FARM PAPER 


STATE FARM PAPER 


STATE FARM PAPER 


STATE FARM PAPER 


More advertisers than ever before are making their bids for this tremendous | 


|. HOW DO THE FARM MASS MARKETS NOW COMPARE WITH THE | 


. : 
The farm market is the largest or second largest | 
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American Agriculturist 

The Arizona Farmer 

The Arkansas Farmer 
California Farmer 

Colorado Rancher and Farmer 
The Dakota Farmer 

The Farmer 
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METROPOLITAN MASS MARKETS? 


in 37 states and third largest in 6 states. 


Third: In 6 states, the farm market is the third largest mass mar- 
ket, third only to two metro-county areas in each state. 


Fourth: In only 5 states does the farm population rank lower 
than third in size to the states’ metro-areas. (One of these 


states has a farm population of two-thirds of a million rich farm folk.) 


or more local newspapers are required to do the coverage job that one local farm 


paper delivers in its mass market.) 


MASS MARKET through STATE FARM PAPERS... 


circulation dominates the rich farm MASS MARKET and has more 
influence on this market than that of any other type of farm 
publication. 


advertising immediately supports, beyond the metropolitan areas, 
the sales efforts of all the rest of the dealers in a state. 


advertising influences dealers by helping move their merchandise 
to this mass market. 


advertising may be geared to local sales conditions and problems 
in the rich farm mass markets with complete flexibility of emphasis. 


Cash income in these farm mass markets in 1952 was the highest ever enjoyed by Amer- 
ican farmers—and it is only real farm families who produced this income. STATE FARM 
PAPERS reach more of the real farm families than any other combination of papers. 


Weigh these facts carefully when you select the media most likely to succeed in making 
sales to America’s MASS MARKETS. STATE FARM PAPERS are ready to assist you in 
any analysis you wish to make on this subject. 


Put STATE FARM PAPERS to work in your basic mass markets advertising program. 


Florida Grower Missouri Ruralist Pennsylvania Farmer 
The Idaho Farmer Montana Farmer-Stockman Prairie Farmer 
The Indiana Farmers Guide Nebraska Farmer The Southern Planter 


The Utah Farmer 


Kansas Farmer New England Homestead ; 
The Kentucky Farmer New Jersey Farm and Garden io Waubsaaes tenn we Womestone 
Michigan Farmer The Ohio Farmer The Western Farm Life 


The Mississippi Farmer The Oregon Farmer Wisconsin Agriculturist and Farmer 
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The ORDER that orders! 


1,054,478 Elks with family incomes far above aver- 
age, read The Elks Magazine with more than average 
interest. It’s their magazine...geared to their way of 
living, giving, spending. 

Owners of The Elks Magazine, they believe in the 
advertising it carries. This readership loyalty you 
can’t buy in most magazines even tho you pay many 
times the Elks low page rate of $2.08 per thousand. 


THE MAGAZINE 


New York ¢ Chicago * Detroit * Los Angeles 


‘Farm Magazi: s Change Size | 


Nelson R. ow Publications 
Inc., Los Ange . is changing the 
page size of it; nree farm maga- 
zines to a stand d size of 429 lines. 
Farm Manage: ent is being re-| 
duced from 4°90 lines. Western. 
Livestock Jour al and Western 
Dairy Journal «re being increased 
from 420 lines. The changes will 
be effective with the October, 
1953, issues. The same advertising | 
line rates will be continued for all | 
three publications and there will 
be no change in the quality of the 
paper. 


| Goodrich Promotes Three 


| Three men have been promoted | 
to sales managers’ positions in the 
new company tire and equipment. 
division of B. F. Goodrich Co.,| 
Akron. They are George Brough-| 
ton, with the company since 1935, | 
to manager of fleet sales; W. S.| 
Harrison, with Goodrich since) 
1931, to manager of aute and home 
supply sales, and Gilbert F. Sten- 
ger, who joined the manufacturer 
in 1934, to manager of battery 
sales. 


| 
Degnan Appoints Lucht | 

Edward G. Lucht, formerly | 
managing editor of “Auditgram,” | 
monthly publication of the Na- 
tional Assn. of Bank Auditors and 
Comptrollers, Chicago, on Aug. 17 
will join the staff of Dan Degnan 
Associates, Toledo, public relations 


consultant, as an account execu-| 


tive. 


Carlson Joins James Lovick 


Don Carlson, formerly business 
editor of the Vancouver Sun, has 
joined James Lovick & Co., Van- 
couver agency, to direct expansion 
of its public relations service 
through its offices in Vancouver, 
Calgary, Edmonton, Regina, Win- 
nipeg, Toronto and Montreal. 


YOU MIGHT GET A 12’ 8" 
BLACK MARLIN*— 


BUT... 


YOU NEED THE 
FETZER STATIONS 


TO LAND BUSINESS 
IN WESTERN MICHIGAN! 


WKZO-WJEF RADIO 


WKZO-TV 


WKZO, Kalamazoo, and WJEF, Grand Rapids, 
rank high among America’s most attractive radio 
buys. According to March, 1953 Nielsen figures, 
WKZO-WJEF have a 12-county radio audience of 
151,050 daytime homes, 130,530 nighttime homes. 
February, 1953 Pulse figures for Kalamazoo- 
Grand Rapids credit WKZO-WJEF with more 
than 40% of the radio audience, morning, after- 
noon and night! The next-best two-station combi- 
nation in these two cities gets only 24%, 20% and 
29% —yvet costs about 14% more! 


(80,000 WATTS VIDEO — 40,000 AUDIO) 


WKZO-TV, Channel 3, is the Official Basic CBS 
Television Outlet for Kalamazoo-Grand Rapids— 
the nation’s 23rd television market. Latest Nielsen 
and Pulse figures prove that WKZO-TV is the 
overwhelming favorite in more than 300,000 
Western Michigan and Northern Indiana television 
homes. The April, 1953 Videodex Report, for 
example, credits WKZO-TV with 107.3% more 
afternoon viewers than the next station—188.4% 
more evening viewers! 

Get all the Fetzer facts, and be convinced! 


*In 1926 Laurie Mitchell got one this long, weighing 976 pounds, in Bay of Islands, New Zealand. 


W4JEF 


 foptm GRAND R 


ano KENT COUNTY 
a cn 
- (CBS RADIO) 


WKZO.-TV ™wkzo 


ter* mm KALAMAZOO 
ano GREATER 
WESTERN MICHIGAN 


ALL THREE OWNED AND OPERATED BY 


(CBS RADIO) 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Advertising Age, August 17, 1953 


Getting Personal 


AA European scouts have noted the movements of a number of 
well-known American publishing executives recently. Among them: 
Jim Bailey, of Farm Journal, and Mrs. Bailey, who arrived in Lon- 
don after touring Iceland and the Scandinavian countries; John 
McLatchie, international division of Time Inc., who arrived in 
London on the last lap of a round-the-world air trip, via Tokyo; 
Andy Haire Jr., Haire Publishing Co., and Mrs. Haire, who were 
in Interlaken admiring the beauties of the Jungfrau; and Bob Van 
Kampen, Hitchcock Publishing Co., and Walter Painter, Technical 
Publishing Co., who were in Naples with their wives on their way to 
the Holy Land... 


Peter Cockburn-Thorpe, London ad manager of the European 
edition of Newsweek, is on a motor trip with Mrs. Cockburn-Thorpe 
in Portugal. ..Brian MacCabe, managing director of the London of- 
fice of Foote, Cone & Belding, is expected to visit the States in Sep- 
tember. ..Arie Van Goor, managing director of the London office of 
McGraw-Hill Publishing Co. Ltd., is scheduled to speak at the 
machine tool conference in Brussels next month. He will deliver 
the talk in four laxguages—French, Dutch, English and German... 


VIRGINIA CATCH—Here are some 50-lb. channel bass caught by three executives 

of U. S. News & World Report on a recent trip to Cape Charles, Va. Left to right 

the fishermen are Harold M. Wells, executive secretary; John H. Sweet, v.p. and 

publication director; and Walter V. Bennett, regional sales manager. The boy is 

Mr. Sweet's ten-year-old son, Tony, who distinguished himself by bringing in, un- 
aided, a 75-lb. giant ray. 


The New Orleans Times-Picayune Loving Cup for 1952, highest 
citizens’ award for community service, goes to Joseph H. Epstein, 
partner in Fitzgerald Advertising Agency, for his service as cam- 
paign chairman of the United Fund for the greater New Orleans 
area. Besides being president of the Community Chest in 1949, Mr. 
Epstein has held similar positions in the Jewish Welfare Fund and 
New Orleans League for Better Hearing; has served as director of 
the Family Service Society and Tuberculosis Assn. of New Or- 
leans. .. 


Athel F. Denham, president of Denham & Co., Detroit, leaves on 
Aug. 17 to attend the European machine tool exhibition in Brussels 
as official delegate representing the American Society of Tool Engi- 
neers. He will visit industrial centers of several countries and extend 
invitations to attend the 1954 ASTE convention to be held in Phila- 
delphia next spring... 


Fred W. Geibel, editor and publisher of the Marine Digest, Seattle, 
has undertaken a three-month tour of England and western Europe 
with one object to call on European shippers and steamship com- 
panies serving the north Pacific coast and to aid the Port of Seattle 
in its promotion of business with Europe. Before his departure, 
members of the Port of Seattle Commission presented Mr. Geibel 
a special proclamation naming him “ambassador of good will to the 
United Kingdom and the Continent of Europe.”.. 

You never can be sure what hat Bob Peck, v.p. of Vanden Co., 
is going to wear next. For three weeks this month, though, he’ll 
be writing the “Rimes and Remnants” poetry column in the Chicago 
Tribune in the absence of Delos Avery, the regular poet. One poem 
we doubt makes his column, however, is this one he jotted down at 
lunch last week: “Breathes there a gal who’s not afreud of/ The 
things the curious doc has heud of.”’. . 

M. Ritchey King, assistant to the president of the Missouri-Kan- 
sas-Texas Railroad, has taken on the chairmanship of the St. Louis 
Community Chest’s campaign fund p.r. committee. . . 

Eugene Arnfield, an art director at Reincke, Meyer & Finn, Chi- 
cago, scored his third hole-in-one in 11 months while he was on 
vacation at Detroit Lakes, Minn., July 23. He used a No. 8 iron for 
the 120-yard eighth hole... 

A Philadelphia hole-in-oner is Les Quailey of the sports staff of 
N. W. Ayer’s radio-TV department, who scored his ace on the 192- 
yard fourth hole at the Bala Golf Club in Bala, Pa... 

Fred Gregg, promotion director of Crosley Broadcasting Corp., 
Cincinnati, became a father for the fourth time July 31, when his 
wife gave birth to a son named Michael Morrow Gregg. There are 
now two sons and two daughters... 

Manning Slater, v.p. and business manager of the corporation 
which operates WICC and WICC-TV, Bridgeport, Conn., is engaged 
to Bernice Garson of Bridgeport. . . 


} 
\ 
{ 
{ 
} 


ee 


: ers ie ; eee rae ue ees Bice =e eel vee ee RE Ee eee ee ae oe Pes 6 came tee Ba dense pe re +S 
De isos ix 3 . x see alent ’ eat % - wine . , ig i — ‘ . - ae ~ 
Meee ne eA —- 
an baht 
Bars! 
16 ee 
* 
“a ) STAMATY | 
a pes & f Pad 
; | " (] — mrss 4 a LL . 
dies oss GC 
Bs "7 —— = 
Tagere. —_—— es, 
ek: — SS — A 5 
lie, > BG mY $n { | ; 
- heyy inate id ae 
Sere, ORDERS PI | | 
SS es eB | 
<< ee if | : 
\ A cot ; 3 , 
, o ce | 
as ee ‘ \ \ { oF. 
meat >\as @) es . 
eae 9 om 7 - F a ; 
= 
a 
as 
5 ee i. \ i 
ae E oo j 1g aM? >» | 
oe 3 : : stars te 
oe ‘ an ty ‘ eee | 
or 4 ' = Pees | wm 4 
we E > 4 : 
as G — » | d f Soh i mt H 
ee ae ae. ag : — _—_— . ne a 
a . ; See Akt 
NB Pet + - ‘ / y i 
bs —— ' a at , a 
‘ iS ae . - oe J oe ee aeeae 
. | ‘. = ” ~ Sa po am + 
Ps, : ~ eis 4 ga aan 
_ i i Be Va 
: <a : = i = ss i, f° 
+ ‘ - 4 ao. ae ce * # 
Nadtage - i P 2) tte a ae 
Ake < 4 ers 2 ike i = | 
F E : e: i : Aree aes, z. ¥ $1 Ps oe ey) (oe ? 
aie oe aes ee Z set * pie 4 > ie te, ‘es ; 
nie as Rearite e ; ‘2 ll at © 4 
ae oe! Resa - 9 
ai pia Oe a x . Wena OY {f 
— | ea te galls be * a Re Se ra } 
: oo SO 7 Ge — : , : eae fk 
. ie § ceed Ht * fs, : he eee 5 me ‘Be q 
: ——— ff sa ee { 
oe cm ty Sl ee 
ees oe ace a a ee Se 
; é SMe OR ee ~ CaS ees ia aes ied i .. eae | 
Sis , ~ z= Rees a ie 
NA . " — | 
Bios, a . 4 \ 
oa or \: | 
eee ms Py i 
’ : . \ + { 
a cae f 
pep 
re —— <r, — \ teen ( 
6 I ce 2 
ape a Wty Lg ‘ 
~ 
we 3 5 ’ 
4 b ~~ . . Fe | 
. - * / a | 2 
: ln ree | | 
us . © 23a “4 | 
aoe et E -? | 
ote | 
nde 46 
——— Sa, | 
j re | 
; ee fp | 
ae ee tS. 
Sie 
| 
| 
on eeeesthiennenenienaattateeneinmnenel 
ROARED FO | 
: ee _ ano MORTHERN INDIANA 
i ee | 
“tig + 7 es a — re j 
, . | 
ne ee } 
: | 
plus: : 
, ~ : : : 4 4 : fr. ; m2 A 8 i m ; é ’ 5 Ag ats 


What a girl, that Bette! Kind of young to know 
to be swinging two-thirds of the na- 
tion’s buying power, but she does! How come? 
Blue Collar Bette is the composite young wife of 


so much — 


America’s Blue Collar wage-earner families — 
purchasing agent for families that draw their 
income from highly paid skilled and semi-skilled 
labor. 


She’s a shrewd, get-your-money’s-worth buyer 
who picks and chooses everything she buys, 
whether it’s at the retail counter or at the news- 
stand. And at the newsstand, she buys more copies 
of TRUE CoNnFEssions than any other magazine 
except Ladies’ Home Journal (ABC July-Dec 
1952). 


see =H a 
| He 


She buys TRUE CONFEssions at the rate of 1,700,000 
copies a month . . . you buy TRUE CONFESSIONS at 
the lowest rate per M of any of the leading ro- 
mance magazines — 20% to 35% lower than the 
service books or weeklies (based on guarantee ) 

. and you get the highest percentage of fam- 
ilies with young children of any magazine except 


Parents’. What's more, you can't reach this young 


family market through other kinds of magazines 
(for example: only 10% of TRUE ConrEssions’ read- 
ers ever see the Journal).° 


So, if you’re marketing a food product, a baby 
product, a home product, Blue Collar Bette is the 
girl to sell. She buys more of such items than any 
other group of women in America. 


"Source: Starch 


TRUE CONFESSIONS, 1,700,000 guarantee 


FAWCETT WOMEN’S GROUP 
True Confessions + Motion Picture 


2,600,000 guarantee 


New York ¢ Detroit + Chicago 
Los Angeles + San Francisco 
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Van Voorhis Named 
Packard Ad Chief; 
Will Leave F&S&R 


CLEVELAND, Aug. 12—Charles E. 
Van Voorhis will leave the staff of 
Fuller & Smith & Ross to become 
director of advertising for Packard 
Motor Car Co. in Detroit. 

For the past five years, the 40- 
year-old account executive has 
been working on the Aluminum 
Co. of America and Owens-Corn- 
ing Fiberglas accounts at F&S&R. 
At Packard, Mr. Van Voorhis will 
direct an advertising program re- 
portedly amounting to $8,000,000 
this year. 

Before joining F&S&R, Mr. Van 
Voorhis was with Batten, Barton, 
Durstine & Osborn at offices here 
and in Pittsburgh. He is a gradu- 
ate of West Virginia University. 

Some of Mr. Van Voorhis’ ex- 
perience has been in transportation 
product advertising for Alcoa and 
Owens-Corning. 


Do You Want To Be A 


Publisher in Houston, Tex.? 


if you have newspaper background— 
If you have sufficient capital— 


Here’s How: 

Houston Shopping News 
was published for nearly nine 
teen years, and was _ discon- 
tinued on December 17, 1950. 
Our files will show that Shop- 
ping News had merchant 
acceptance and any Houston 
merchant will testify that it 
certainly had reader accept- 
ance. Over the years we made 
a lot of money. There were 
several contributing factors 
which influenced its suspen- 
sion, not the least of which 
was newsprint shortage. Our 
supply was being cut down 
drastically, cut down in the 
fastest growing city in the 
nation, 

Houston Shopping News has 
always had a spotless reputa- 
tion. We made no “deals” and 
we always delivered a little 
more circulation than what we 
claimed. Since we suspended, 
we have been importuned by 
Houston merchants to again 
publish oe News. But 
my brother and I are both too 
old to pick up the threads. For 
the past two years we have 
been taking it easy in another 
part of our work. During the 

ears we published Shopping 

ews we built one of the fin- 
est plants you ever saw and 
we are now engaged in operat- 
ing a trade plant. We are 
typographers for printers and 
advertising agencies; we make 
newspaper mats, stereotypes, 
plastic plates, rubber plates. 

What has all this to do with 
you publishing a Shopping 
News in Houston, Texas? Well, 
the field is wide open. The 
merchants want it, the public 
wants it, and we have a plant 
that is ready to print. We have 
a 64 page Hoe newspaper 
press and we have a fine com- 
posing room. We will contract 
to do your print job, or you 
can buy the press and we will 
set your type until such time 
you want to install your own 
composing room. We will sell 
the press for $40,000, no less, 
and it is worth $80,000 on to- 
day’s market. The press is lo- 
cated in the largest building in 
Houston, fireproof, and the rent 
is nominal. 

A survey of Houston mer- 
chants will corroborate all that 
has been stated here, and more. 
On the other hand, Houston 
merchants would want to sur- 
vey you, too. They would want 
to know your background and 
your financial stability. This 
deal is not for a fly-by-night 
promoter. But for the right 
people, it’s a set-up. 

N. L. Naylor, President 

Houston Shopping News Co. 

M & M Building 

Houston 2, Texas 


Harder Succeeds Mulligan | count executiv« 
|neapolis, has | 


in BBDO West Coast Post ‘ceed Mr. Mull 7. 


Mark L. Mulligan, nate eee. 
tor in the Los Angeles office o 
Batten, Barton, Durstine & Osborn, Beaumont & Hohman Adds2 
is retiring after more than 34 years| Delaware Pa ‘ic Corp., maker. 
in the advertising business. Mr.|of Flo-Seal, a »on-metal built-in) 
Mulligan began his career with pouring spout {.° packaged soap, 
Hower Advertising Agency, Den-| rice, flour, etc., «nd Hawaiian Pa-— 
ver, in 1919. He joined BBDO in cific Lines, which will begin pro- 
Los Angeles when it opened its viding year-round passenger boat 
office there in 1943. | service between San Francisco and 

Porter Harder, previously with) Honolulu on Dec. 5, have named 
Foote, Cone & Belding in San the San Francisco office of Beau- 
Francisco, and at one time an ac-'mont & Hohman to handle their 


tising for the ninth consecutive 
year. 


Dryer Joins Y&R in L. A. 


John L. Dryer, for the past seven 
years an account executive for 
Foote, Cone & Belding, Los An- 
geles, has joined Young & Rubi- 
cam, Los Angeles, as a contact 
man on the American Home Foods 


and the Bireley’s division of Gen-| 


eral Foods accounts. 
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r BBDO in Min- | advertising. The Michigan Tourist! Y¥4R Promotes Mrs. Clapp 
1 named to suc- Council has named the agency’s | 
|Detroit office to direct its adver-| 


Mrs. Marion G. (Timmy) Clapp 


has been promoted to administra- . 


‘tive assistant for Young & Rubi- 
/cam in Los Angeles. In addition to 
‘her new duties, Mrs. Clapp will 


/econtinue as 


secretary to Jack 


/Smack, v.p. and general manager 


me) 


j 


f the office. 


| WTVP Has Open House 


| 


WTVP, Decatur, IJl., celebrated 


‘its opening with an open house 


| party Aug. 1 and 2. More than 
| 10,000 persons attended. 


What keeps Farm Income 
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Magazine Ads, TV 
Push Rand Shaver 


New York, Aug. 11—Remington 
Rand Inc. will launch in Septem- 
ber a 100-day merchandising cam- 
paign for its Remington 60 Deluxe 
electric shaver. 

The company will sponsor a 
CBS-TV network show, “Penta- 
gon, U.S.A.,” starting Sept. 10. 


type of commercial used last sea- 
son. 

Magazine advertising will in- 
clude pages in The Saturday Even- 
ing Post (Oct. 3) and Life (Oct. 
19). Point of sale material for the 
campaign available to Remington 
| Rand’s dealers will include a four- 
color motion display powered by a 
/clock motor. 

A. A. Leeford Inc. will handle 
,all advertising except television, 


Format of its commercials will be which will be serviced by Young & 


patterned after the demonstration 


Rubicam. 


Shaver Bows in England 

Remington Rand Inc. has named | 
G. Street & Co., London, to con-| 
duct a campaign this fall to intro-| 
duce the new Remington 60 in the | 
‘United Kingdom. Newspaper and 
magazine advertising will start 
Sept. 1. 


Biow Co. Appoints Dunn 

Jack Dunn, formerly in the tele- 
vision department of Stockton, | 
/West, Burkhart Inc., Cincinnati, 
‘has been named television pro- 
|ducer for Biow Co., New York. 


ne 


Newspapers Show 
Big 6-Month Gain 


in Automotive Ads 


New York, Aug. 13—Automo- 
tive advertising increased more 
than 24% for the first six months 
of 1953, according to papers meas- 
ured in 52 cities by Media Records. 

In all categories, Media Records 
reports a rise over the first six 
months of 1952, with a total rise 


Advertise in MICHIGAN 


where it’s 


No moneyless months for Michigan farmers! 
Every month is market month for crops that have matured, 
for animals finished, for a full variety of by-products. 


Yes, Michigan farmers cash in the year around through 
broad diversification. What’s more, they cash in big, for Michigan 
is a top third state in farm income. 


You'll cash in big, too, from the sales action of MICHIGAN FARMER. 
It’s thoroughly read because it’s the only farm paper devoted wholly to the 
Michigan farmer’s interests. That makes it by far the favorite, 
read by 4 out of 5 Michigan farm families. 


MICHIGAN FARMER is powerful, economical — and offers wide coverage. 
Not many farm markets are as steady and prosperous as Michigan’s. 
But, two comparable states are Ohio and Pennsylvania, served by 
home-edited papers -- THE OHIO FARMER and PENNSYLVANIA 
FARMER. It will pay you to use all three. For detailed information 
write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


(Percent Farm Cash Income Received Each Month) 


94x 9.9% 


all year 'round! 


East Lansing, Michigan 


THE OHIO FARMER, Cleveland, Ohio 


Based 


on eight-yea 
Income—1940 through 1947 
(Government payments not included) 


PENNSYLVANIA FARMER, Harrisburg, Pa. 


r study of Michigan Farm 


10.1% 16.5% sy 


19 


of 5.3%. The smallest increase was 
registered in the financial classi- 
fication—0.4%. 

For the month of June, automo- 
tive advertising was ahead by 
31.7%. General advertising de- 
clined 0.3%, financial dropped 
2.6% and department stores 1%. 
Other classifications remained the 
same or showed slight increases. 
Total advertising for the month 
was up 3.2% over June, 1952. 


Tremco Appoints Newmark 

Leo W. Newmark, previously 
v.p. and chairman of the executive 
committee of Printz Beiderman 
Co., Cleveland women’s apparel 
manufacturer, has been named v.p. 
in charge of marketing for Tremco 
Mfg. Co., maker of building con- 
struction and maintenance prod- 
ucts, with offices in Cleveland and 
Toronto. He will coordinate sales 
activities for the company’s sever- 
al divisions. 


Rowe & Wyman Moves 


Rowe & Wyman, Cincinnati 
agency, has moved to 3800 Read- 
ing Rd. 


An A-1 Market 
for Every “A” Schedule 


’ re 
Ris ie 


RALEIGH, North Carolina 


Metropolitan Pop: 136,450 
(U. $. Census 1951) 


First City in North Carolina 
for the 4th Straight Year! 
in Per Family Income . . . 


$6182 


(SM 5/10/53) 


Sell This Top-Notch Market 
PLUS The Big 33 County 


“Golden Belt 


Rich, growing, busy 
region that accounts 
for approximately ONE-THIRD of North 


Carolina's general business activity. 

Effective Buying Income. .. .$1,269,007,000 
a fF ere eee 960,655,060 
ONO GP daccccsvdecves 210,697,000 
Automotive Sales ......... 188,285,000 
General Merchandise ...... _ 130,219,000 
House-Furn.-Rad. ......... 54,653,000 
Gt GRO i iicnands cesar * 26,673,000 
Cat. CERES oc ccaricnss 532,408,000 

(SM 5/10/53) 


_ RALEIGH, N. C. 


115,926 Morning 
124,080 Sunday 


* (Publisher's Statement 3/31/53) 


The ONLY Morning-and-Sunday News- 
paper published in the 33 County 
“Golden Belt of the South.” 


Representatives: THE BRANHAM COMPANY 
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Add this to the fact that 53.2% 
of NEWSWEEK family heads a 

| administrative | and opereiips 


pisiiied bedi! NEWSWEEK offers. you 


per dollar than any oer weekly 
news or business segue 
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Lambert Expected to Introduce Its 


‘Anti-Enzyme’ Toothpaste This Week 


(Continued from Page 1) 
ment seems to be playing a “wait 
and see” role but 


| 


no chances on being overshadowed | 


by next month’s advertising del- 
uge. On Sept. 1, the company will 
launch “the heaviest national ad- 
vertising ever put behind Ipana 
and Ipana AC” to introduce a new 
ingredient called WD-9. It has no 
relation to anti-enzymes. 

Bristol-Myers will offer to pay 
consumers 25¢ if they buy a tube 
of the new product. Promotion, 
through Doherty, Clifford, Steers 
& Shenfield, will include maga- 
zines, newspapers, television, ra- 
dio and spot announcements. 

Lambert will kick off its pro- 
motion in four magazines, 69 
newspapers and spot radio and TV. 
Its network radio and TV show, 
“Ozzie and Harriet,” will be used 
when it resumes a month from 
naw, through Lambert & Feasley. 

Listerine Antizyme is packaged 
in two sizes, 59¢ and 33¢. Retailers 
who bought 11 tubes got a 12th 
free, as an introductory offer. 
Counter displays, window cards, 
streamers and floor merchandisers 
are being distributed. 

Along with the consumer drive, 
copy explaining the properties of 
Antizyme will go into dental pro- 
fessional papers and drug and food 
business papers. A detailing and 
direct mail program is scheduled 
for the dental and medical profes- 
sions. 


® The consumer copy will bear 
down on “all-day immunity” from 
a single brushing. By all-day, the 
company means that users will be 
protected from 12 to 24 hours, and 
that no other dentifrice can claim 
protection for longer than 30 min- 
utes. The promotion will make use 
of the Acidometer, an instrument 
which measures the presence of 
decay acids, to demonstrate these 
claims. 

The theory behind the new 


3 DIMENSION PICTURES 
ang ne 


CAN A | 
BOOST™ SALES 


View-Master stereo color pictures will 
add a dynamic new selling dimension to 
the portrayal of your products and serv- 
ices! Salesmen like to use View-Master 
“come to life” pictures because they get 
and hold attention, because they're 
lightweight, compact, easy to carry and 
show. Sales managers like View-Master 
stereo pictures because they get results 
at low cost! If you have a selling prob- 
lem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


VIEW TTR S TER 


STEREO SELLING PICTURES 


® Sawyer's Inc. 


SAWYER'S INC., Dept AA 
Portland 7, Oregon 


Please send information about View-Moster 
three dimension pictures for commercial use. 


Compony Nome 


Addr 


Zone___ State. 


Position / 


product is that decay acids are 
formed when bacteria in the mouth 


is taking|attack carbohydrates in food and 


enzymes in the bacteria convert 
carbohydrates into decay acids. 


The anti-enzyme, an element de-| 


scribed as _ odorless, _ colorless, 
tasteless and harmless, blocks the 
enzymes from converting carbo- 
hydrates. 


® It looks this week as if the man- 
ufacturers of anti-enzyme denti- 
frices may be set to run the same 
dubious gauntlet as those who 
launched ammoniated and chloro- 
phyll products. Although these 
companies had financed research 
in eminently respectable dental 
schools, the ADA is proving chary 
of commiting itself on the subject 
of anti-enzymes efficacy. Having 
lived through the welter of claims 


s with some dis- 
as indicating that 
reduction by an- 
yremature. 

held a compara- 
_ of the dentifrice 
‘terine toothpaste, 


for these proc | 
taste, the AD/ 
claims for dec 
ti-enzymes ar: 
Lambert ha 
tively small p 
market with | 


| 


a dentifrice ose early history | 


was one of the ; ectacular successes 
of advertising :» the ’20s. Lambert 


didn’t get involved in either the|j 
the chlorophyll | § 


ammoniated or 
derbies, but it obviously thinks 
that in Antizyme it has a poten- 
tial front runner and is prepared 
to plow back money into promo- 
tion to make Antizyme and anti- 
enzyme synonymous. 


lacobsen to Hardware Group 
Kreuger B. Jacobsen, secretary- 
manager of the California Retail 
Hardware Assn., San Francisco, 
has been appointed Pacific Coast 
representative on the national ad- 
vertising committee of the National 
Retail Hardware Assn. The adver- 
tising committee formulates plans 
and promotions for selling events 
during the year in the interest of 
independent hardware retailing. 


Zz 
5 
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Pete Allen, formerly with WWJ, 
| Detroit, has been named an account 
|'executive of D. A. Marks Adver- 
|tising Agency, Detroit. Rod Staper- 
| fene, previously with R. C. Banker, 
|has been named an assistant ac- 
count executive. Bob McBride, 
formerly with Hershey-Paxton, 
Detroit agency, has been ap- 
| pointed copy chief. The agency has 
|taken additional space at its pres- 
ent location in the Penobscot Bldg. 


_,, Ware Bros. Names New Rep 


ROBERT L. NOURSE JR. has been appointed 
v.p. of Hilton & Riggio in charge of the 
agency’s West Coast operations in Holly- 
wood. Mr. Nourse was formerly associated 
with Roy S. Durstine Co., and Dancer- 
Fitzgerald-Sample. 


Loizeaux to Hilton & Riggio 


Daniel Loizeaux has been ap- 
pointed art director of Hilton & 
Riggio, New York. He was with 
Wendell P. Colton Co. and Bat- 
ten, Barton, Durstine & Osborn. 


| Ware Bros. Co., Philadelphia 
|publisher of County Agent & Vo- 
Ad Teacher, Farm Chemicals and 
Farm Chemicals Handbook, has 
named Smith & Hollyday, San 
Francisco and Los Angeles, to rep- 
resent it in the 11 western states. 
Previously, Simpson-Reilly was the 
representative in this area. 


‘Detroit News’ Names Jones 


Robert L. Jones, formerly assist- 
‘ant publisher of the Capital Jour- 
/nal, Salem, Ore., has been named 
assistant to the general manager of 
(the Detroit News. 


The archaeologists find their dead cities. 
The prying roots of plants have toppled their 
stately stone temples. Their massive pyramids 
are overgrown mounds, The history of the 
Incas is buried in their ruins. 

The Incas’ economy and culture were 
built on corn.When the land no longer yielded 
corn, the gods were angry. They abandoned 
their cities, moved to new land. And in time, 
succumbed to hunger and the invaders. 

Like most primitive people, and our own 
pioneers, the Incas mined their soil, exhausted 
it by close and continuous cultivation. The era 
of the Incas was determined by the intervals 
between their corn plants! 


A full grown stalk of corn stands eight 
feet tall, bears one or two ears and fifteen 
to twenty leaves, weighs six to eight pounds 
. . . A 100-bushel crop takes from an acre 
of topsoil about 150 lbs. of nitrogen, 53 lbs. 
of phosphorus and 94 lbs. of potassium... 


‘Tue Tox of corn must be replaced, or soil 
loses its fertility. Normally, corn is grown in 
the same field every third year; and legumes 
planted in the two years between corn crops. 


e Inca... 


For high yield, the farmer also uses quantities 
of chemical fertilizer. 

In March 1952, SuccessFUL FARMING ran 
an article about a radically new method of 
wide-row corn planting. 

Traditionally, corn is planted in rows forty 
inches apart. Wide-row planting leaves sixty, 
seventy or eighty inches between the rows; or 
wide intervals between two thirty-inch rows. 
Almost twice as many seeds are used as in the 
conventional rows, 

When the stalks are knee high, the spaces 
between rows are planted with legumes, grass, 
clover, small grains—which serve as a cover 
crop after the corn is harvested, conserve the 
soil and reduce erosion. The legumes may 
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Lewyt Claims Its 
Fall Drive Will Be 
Tops for Appliances 


Corp., 


penditures of its two closest com- cludes 


Alex M. Lewyt. 


first of 18 distributor meetings to | Post. 
be conducted during the next five 
weeks across the country. 


of good business. It simply means 


that the customer has a chance to| # The company will use more than 
be more choosy. She has to be/14,000 outdoor posters 
given more and better reasons to| than 100 markets, “the biggest im-_ 
buy one brand instead of another.” | print program in the appliance in- 
dustry,” according to Mr. Smith. 
s Lewyt’s big reason to buy more|He also said Lewyt will conduct 


promoted in the new program. 
| Donald B. Smith, director of ad- 
|vertising, said that “in September 
‘alone we estimate that the Lewyt 
‘national magazine program will be 
\greater than that for any other 
New York, Aug. 12—The 1953- single appliance—range, refriger- 
54 advertising campaign for Lewyt|ator or washer.” He said Lewyt. 
which gets rolling next| will average more than two ads 
month, probably “will total more|per week from September through | 
than the combined advertising ex- Christmas in a media list that in-| 

American Home, 
petitors,” according to President Homes & Gardens, Good House-| 
keeping, Life, Look, Sunset Maga- | 
He made this comment at the/zine and The Saturday Evening 


For the next year, a newspaper | 
“Al-| expenditure of slightly more than) 
though a buyer’s market has ar-| $3,000,000 was predicted. This in- | 
rived this does not mean the end/cludes cooperative advertising. 


Better | 


| 


in more 


MR. CITIZEN—Former President Harry S. Truman discusses an instalment of ‘Mr. 

Citizen’ with Ernest V. Heyn, editor of The American Weekly, in his Kansas City 

office. “Mr. Citizen,” a five-part serial describing Mr. Truman’s readjustment after 

eight years in the White House, will run in the newspaper section beginning Sept. 20. 
It will be Mr. Truman's first published writing since leaving office. 


|Western Radio and What’s New in 
Home Economics. 

_ At the meeting, John A. Drake, 
Lewyt account executive and v.p. 
at Hicks & Greist, told the distrib- 
-utors that “‘we in the appliance 
business are in an advertising bat- 
'tle. In my opinion, one of the most 
powerful weapons in this battle 
|can be the distributor salesman. In 
ithe coming days, his volume and 
the sales volume of his dealers on 
Lewyt and other appliances he 
sells will be in direct relation to 
the number and quality of dealer 
promotions he is running in his 
territory.” 


Keebler-Weyl Tests TV 


Keebler-Weyl Baking Co., Phil- 
adelphia, a division of United Bis- 
cuit Co., will test the effectiveness 
of television for 13 weeks starting 
Sept. 9. At that time, the company 
wili sponsor “Liberace,” a music 
show, over WGAL-TV, Lancaster, 


Lewyts is the No. 80 carpet nozzle|“one of the heaviest trade paper promotions.” 


with 


“automatic four-way rug) programs in the industry in order) 


Pa., and will cancel all other ad- 
‘cal Merchandising, Forecast, Mart,| Vertising in the Lancaster area to 


The business paper schedule in- NARDA News, New England Ap-| #V°id any overlapping of advertis- 


, , . ; , ing duri st. i 
cleaning,” which will be heavily |to inform dealers of profit-making cludes Electrical Dealer, Electri-|pliance & Radio, Retailing Daily, S Curing the stent. Zeiee. So Gils, 


the company had only used TV 


and the Interval! 


restore to the soil as much as three-fourths of 
the nitrogen needed for a corn crop. 

The cover crop can be used as forage, saves 
silage and gives cattle a better balanced winter 
ration; in spring, the cover crop can be plowed 
under, supplies green manure, adds organic 
matter which holds water better. 

The yield runs about 10°, less... but wide 
row planting simultaneously replaces most of 
the soil elements consumed by corn; and makes 
possible a corn crop every year, or every two 
years, from the same field—doubles or triples 
the previous yield! 

In the March article, SuccEssFUL FARMING 
urged its readers to make tests on their own 
acres. Many did so, with satisfactory results. 
As wide-row planting spreads, manufacturers 
will develop the new machinery, and seed 
growers the new varieties required. 

Wide-row corn planting promises to be a 
new milestone in agricultural history, of major 
significance not only to the farmer, but to the 
whole national economy; and is merely another 
instance of SUCCESSFUL FARMING’ service to 
the best farmers in the country. 


For rirry years, SUCCESSFUL FARMING has 
been serving Heart States farmers and farm 
families . . . helping them to save work, plan 
better, improve their crops, make money, and 
to get more out of life. 

SF concentrates a million ofits circulation 


Successful Farming 


... service medium to the nation’s best farm families, concentrated in the fifteen agricultural 
Heart States where farmers mean lig business!...Get the facts at any SF office 


Meredith Publishing Company, Des Moines...New York. Ch.cago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles 


among the country’s 2.1 million top farmers 
who have the best soil, largest investments in 
building and equipment, the best brains, best 
techniques, and the best crops. These major 
producers are only 39°, of the nation’s farmers 
—but get 88°, of U.S. cash farm income. 

The average farm cash income of the SF 
subscriber is in excess of $10,000—64", above 
the national farm average. 

The SF farmsubscribers have enjoyed good 
prices and profits for a dozen years; paid off 
mortgages and old debts; have expanded and 


improved their physical plants, and still have 
billions in savings. . 

The dozen good years have brought about 
a revolution in farm living. Electrification 
has brought efficient labor saving appliances, 
new comforts and conveniences. The SF farm 
families are building and remodeling homes 
on a huge scale; installing heating systems, 
new bathrooms and model kitchens; buying 
furniture and furnishings. 

SUCCESSFUL FARMING circulation represents 
one of the world’s best class markets—and a 
market not very well covered by the general 
media; and as yet little available to television. 
Every national advertiser needs SuccessFUuL 
FARMING for its deep penetration and real 
influence—to balance national advertising 
effort, and reach the most of the best farm 
business available today. 


spots. If the Lancaster test is suc- 
cessful, the company may concen- 
trate on TV programs throughout 
its sales area. McKee & Albright, 
Philadelphia, is the Keebler-Weyl 
agency. 


Westinghouse Sets Promotion 


The appliance division of West- 
inghouse Electric Corp., Mans- 
field, O., has launched a multi- 
million dollar fall sales drive for 
three new low-priced appliances—- 
a range, an automatic washer and 
an electric clothes dryer. The pro- 
gram includes a $30 trade-in plan 
for water heaters, a free home 
trial for Frost Free automatic de- 
frosting refrigerators, a specially 
designed freezing kit for home 
freezers, and a dishwasher pro- 
gram designed for the Thanks- 
giving to Christmas holiday selling 
season. Fuller & Smith & Ross, 
Cleveland, is the agency. 


IT TAKES ILLINOIS’ 


nd LARGEST 


EVENING NEWSPAPER 


(Chicago excluded) 


The DAILY 


PANTAGRAPH 


to Deliver 


ILLINOIS" 


th Largest Market 


(Chicago excluded) 


BLOOMINGTON 


AND ITS GREAT PLUS MARKET 
A Standard Metropolitan County Area* 


Here's a growing, buying market, 
now more important to your 
schedule than ever. For the first 
time S. M.'s Survey of Buying Power 
designates Bloomington as a 
Standard Metropolitan County 
Area.* Sell this great potential 
with the only media offering 
complete coverage!!! 


*Copyright 1953 — 
Sales Management 


| Represented by Gilman. Nicoll & Ruthman 
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Fetzer Promotes Carl Lee 


* Carl E. Lee, with the company 
since 1939 and administrative as- 
sistant to John E. Fetzer since 
1951, has been promoted to man- 
aging director and board member 
of Fetzer Broadcasting Co. Mr. Lee 
becomes second in command on all 
radio-TV operations. Fetzer oper- 
ates WKZO and WKZO-TV, Kala- 
mazoo, Mich., and WJEF, Grand 
Rapids, and is buying KOLN and 
KOLN-TYV, Lincoln, Neb., subject 
to FCC approval. 


/cago buses and street cars, which 


Chicago Car Ad Gets | 
Surface Lines Also 


In an item on Chicago Transit 
Authority’s giving transportation | 
advertising privileges to Chicago | 
Car Advertising Co. last week, AA | 
omitted the fact that in addition to 
“L” and subway advertising, this 
includes all surface lines advertis- 
ing also. 

This means Chicago Car will 
handle the advertising on all Chi- 


comprise the surface lines system. 


Put Us to the Proof 


Fairmont. 20ds Keeps Salesmen Hepped on 


Its Ad Car paigns Via 


Omana, Aug. 1—In almost any 
company, you’! find a variation 
of one importan‘ problem. That is, 
how to get salesmen to use adver- 
tising more effectively. 

This problem is especially acute 
for a company like Fairmont Foods 
Co., which has decentralized local 
markets to deal with and cannot 
use nationa] advertising. 

Fairmont has 74 sales and manu- 
facturing branches in 26 states. 
It is one of the largest food ad- 
vertisers in its particular market 
areas. This year’s budget, for ex- 
ample, exceeds $1,000,000, all of 
which is allocated for local media. 


Monthly Brochures 


| to keep its various sales forces in- 
'formed on advertising campaigns 
for their areas. 


ws A. C. Ragnow, v.p. of merchan- 
'dising, and Raymond J. Lahvic, 
advertising manager, believe they 
|/now have a complete answer in a 
‘new monthly merchandising bro- 
chure to be mailed regularly to all 
| Fairmont salesmen. 

The brochure puts, in a single 
| package, ad pre-prints, schedules 
and selling plans for the coming 
month. It answers the who, what, 
where, when, why, how and how, 


p ER og 
GALLAGHER 
ey 


Cooter 


ce . - 
orate with i 
R&BURTON 


Fite BLENDED WHISKEY 


A ee: “ 
much in advertising for all bran | TIMELY—Gallagher & Burton, New York, 


ches. 5 | prepared this school-slate replica counter 
Included in the brochure are display to coincide with the heat wave. 


All of Fairmont’s advertising is 
/handled by the general office ad-— 
'vertising department here. Each) 


Here Type Can (8) Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


branch—which likely handles diff- 
erent products and hence gets sep- 
arate advertising campaigns—has 
its own sales force. 

For many years, one of Fair- 


‘mont’s major problems was how both the salesman and the Fair-| 


pre-prints of all newspaper ads to Space is provided for the retailer to write 
be run in the salesman’s territory in pon at age to spur customers to try 

. : a cooler made with Gallagher & Burton 
pov egg elie a radio and | whisky. Dowd, Redfield & Johnstone, New 


schedules York, ts th 
‘and selling and display tips ye ork, is the agency. 


mont dealer. 


Sell the Doctor 


when his mind 
is on medicine 


with information that he can apply in his daily practice. It is the 


only publication that brings all doctors a complete and easy-to-read 


review of all the latest medical developments—24 times a year. 


MODERN MEDICINE creates an editorial atmosphere that’s right 


and proper for your advertising story. That’s why MODERN MEDICINE 


**Doctor, can I interest you in 
our 


Come what may, when the Doctor reads MODERN MEDICINE his mind 


is on medicine. Reading this concentration of material repays him 


is today the basic advertising medium of most 


of the largest pharmaceutical manufacturers in America. 


Sell the Doctor when his mind is on medicine. 


MODERN €} MEDICINE 


THE JOURNAL OF 


DIAGNOSIS AND TREATMENT | 


Minneapolis + New York 
Los Angeles - San Francisco 
Chicago - In Canada: 

Modern Medicine of Canada 


When the salesman receives the 
|brochure, well in advance of 
| schedule dates, he looks over the 
‘coming campaign, then contacts 
_his customers for cooperative pro- 
| motion possibilities. 


@ Each salesman uses the brochure 
_when he calls on accounts to show 
i'them the Fairmont advertising 
plans. In addition, the salesman 
has a quantity of pre-prints to 
leave with his customers. 

| Mr. Ragnow said Fairmont de- 
cided to use the brochure system 
,after surveying its branches. Sales- 
men reported that food dealers 
preferred pre-prints of ads for 
display purposes. Other surveys 
showed that approximately eight 
out of 10 food stores would use at 
least some modest-size ad pre- 
prints for point of purchase display 
material if available. Fairmont 
reasons that if its salesmen have 
one package to show their dealer 
customers, better-planned _ store 
promotions and greater sales will 
result. 


|@ Sales-advertising coordination 
in companies like Fairmont norm- 
ally is done through branch sales 
managers by means of monthly or 
weekly branch sales meetings. 
Fairmont executives found that 
| the brochure insured more thor- 
ough sales followups to advertis- 
ing campaigns. 

The cover of the brochure car- 
ries the message, “Advertising and 
| Merchandising to Help You In- 
|crease Sales.’* Cover colors will 
be changed each month. 

The brochures will be mailed 
first class in specially designed en- 
velopes. Key personnel at grocery 


new X-ray ?”’ chain headquarters also will re- 
ceive specially assembled bro- 
chures. 


Johnson & Johnson Drives 
to Promote New Name 


Johnson & Johnson, New Bruns- 
| wick, N. J., maker of toilet re- 
|quisites and surgical dressings, is 
|launching a special campaign to 
|announce the new name of John- 
| son’s Cotton Buds, formerly known 
as Cotton Tips. Currently, ads are 
| running in business publications to 
/continue throughout the year. In 
| September, full-page ads will ap- 
pear on a monthly basis in Good 
| Housekeeping, Ladies’ Home Jour- 
inal and Life and pages and half 
pages on a weekly basis in the Chi- 
| cago Tribune, Parade, Philadel- 
|phia Inquirer, New York Daily 
|News and This Week Magazine. 

| The campaign marks the first 
time the company has used pages 
and half pages to build sales of a 
product of this kind. Young & Rub- 
‘icam is handling the drive. 


‘Wallace Promotes Banks 


John F. Banks, formerly direc- 
tor of advertising and promotion, 
has been named director of sales 
and advertising of the silversmith 
division of R. Wallace & Sons Mfg. 
Co., Wallingford, Conn. 
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To resume its heritage as the guardian of traditional American values 
. and vent its scorn upon those who would tear us down. 


JUDGE MAGAZINE INC., 9 EAST 48th STREET, NEW YORK, N. Y. * TELEPHONE PLAZA 5-2070 


ee a ee ee, ee 
HAC ae 3 pi); 7 nries 
4 | ee z SS 7 ¥ 7 adie haere shah A ABS 8. E ST 
a Po ge aa S ond : By ii 
= | ESRC 
f yy 
a the es 
_—_ 8 
a le SS. wooo § 
| | BH EEA Vill BS il Ke - 
bed J @ ie: 
satnniemannnged ony rx #-- scabies ‘ . 
[RG er 45 26 . 
| RIA CR Se Zu a 
Hh RG Q ~ ss 
| ar L aisi[ t+ a : 
\ | | va di 0 wd 7 
| ee . ae 
oe ya XZ " 2, a: : 
) : NY \y, (4 oe ~ VY | ge ce 
VeBO°\ ne IMI wy = 
_h Noe eX bridge a 
I SoS fn | 1 
: ee SEAT Le 
| i —C—CSCSCSCSCSCiéC ‘ 
— 


Morgan Sells Phone Training This Week in Washington... 


Boyce Morgan & Associates, 1757 | 
K St., N. W., Washington, consult- 
ant on direct mail and telephone 
selling, has initiated a new train- 
ing course to improve business 
telephone manners and methods. 
Called Fonetips, the full year on- 
the-job course trains employes in- 
the basic rules and practices of. 
courteous, efficient business tele- 
phoning. It consists of a series of 
24 “tent cards” distributed twice 
monthly. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, W.Y.19 © COS 8088 


“Over ao Quarter: Century 
of Dependable Service” 


Weeks Stumps for Postal R te Boost 


By Stanley Cohen ) 
Washington Editor | 
Wasuincton, Aug. 13—Com-. 
merce Secretary Sinclair Weeks is 
making a determined effort to sell 
the business community on the 
Eisenhower administration’s pro- 
gram of postal rate increases. 

He is taking the position that 
business has a special obligation to 
back up the drive for a balanced 
budget. He says he is gratified 
that the overwhelming majority of 
business men have already demon- 
strated their good citizenship by 
putting the welfare of the treasury 
above immediate tax relief for 
themselves. 

“Business’ duty to the nation has 
another acid test in the offing,” he 
told a retail jewelers meeting here 
this week. “The Postmaster Gen- 
eral is improving the postal serv- 
ice and is trying to put the depart- 


| 
| 
ment on its fii ncial feet. 

“But in sor ec cases the very) 
people who hz ve been effectively | 
leading the ntionwide fight to) 
reduce over-a!. government defi-. 
cits object to a »roposed slight in-| 
crease in low class postal rates, 
recommended for the purpose of) 
reducing the post office deficit. | 

“My fellow business men, can/| 
we gain over-all solvency in gov-| 
ernment without stopping individ-| 
ual leaks in the financial structure | 
of government? Tomorrow’s over-| 
all solvency—so vital to the entire 
nation—must be built on some sac- 
rifices today.” 

e * * 

Some of the most spectacular | 
moves to improve the postal serv-| 
ice are beginning to take shape. 
at Post Office headquarters. These | 


| 


j 


and in some cases important sav- 
ings to the department. 


First class mail by air, for ex- 
ample, is closer than the public re-. 
|alizes. John Allen, the Assistant 


Postmaster General for transporta- 
tion, is 100% for it, and he’s had 
some interesting coffers from the 
air carriers. 

Within the next few days he ex- 
pects to give the air lines some fig- 
ures indicating the volume of busi- 
ness that would be available, He 
and his staff are convinced that 
first class by air on selected truck 
routes is economically sound—at a 
figure which will return a hand- 
some amount of extra income to 
the air carriers. 

The department’s new managers 
also intend to cut the cost of hand- 
ling parcel post and other “de- 
ferred classes of mail.” One of the 
things they hope to do is take 
parcel post off the mail trains 
where it pays premium rates. In- 
stead they hope to use over-night 
fast freight. Parcels would be col- 
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rate that private shippers pay. 
* * * 

Census Chief Robert W. Burgess 
seized an opportunity this week to 
give Americans some dramatic 
_facts about the rapid growth the 
country is enjoying. 

By statistical calculations the 
population of the nation passed the 
160,000,000 mark at 11:02 a.m. 
Monday, so Mr. Burgess obligingly 
posed for photographs before a 10’ 
“census clock” which has _ been 
erected in the lobby of the Depart- 
ment of Commerce. 

Every 12 seconds this clock buz- 
zes like a pinball machine, and 
records an increase in the national 
population. Its rate of change is 
predicated on these facts: A birth 
every eight seconds; a death every 
21 seconds; an immigrant every 
two minutes, and an emigrant 
every 17 minutes. 

On Monday, Mr. Burgess re- 
called that the national population 
has increased 8,868,000 since 1950, 
|an amount about equal to the pop- 


changes in inter-city transporta- | lected in wire baskets for shipment ulation of Illinois, and only a little 
tion of mail mean faster service, at the same low less-than-carload | less than the entire six New Eng- 


Pittsburgh Advertising Linage Report—ist 6 Months 1953 


The Pittsburgh Press 


(a Scripps-Howard Newspaper ) 


& Total Advertising Volume 
Ist 6 Months 1953 


Continues Stronger Than Ever, (backed by 46 Years of Leadership) 
with 49.4% of Total Pittsburgh Advertising Volume . . . 


AND ONE OF THE LARGEST GAINS IN 
ANY SIX MONTHS PERIOD IN OUR HISTORY! 


PRESS GAIN 


Ist 6 Months 1953 


662,370 Lines 
-_- 


Sun-Telegraph Gain 
Ist 6 Months 1953 
342,618 Lines 


© “All Ways” Number One in Pittsburgh 


@ Because ALL Advertisers and Readers 


Hold The Pittsburgh Press in High 
Esteem..it has long been Predominantly 
Number One in Pittsburgh: 


—in Circulation 


Post Gazette Gain 
Ist 6 Months 1953 
78,863 Lines 


PITTSBURGH PRESS 


SUN-TELEGRAPH 


POST-GAZETTE 


— in Total Advertising 

—in Generai Advertising 
—in Automotive Advertising 
— in Retail Advertising 


— in Classified Advertising 


‘land states. At this rate, he said, 
the national total will easily pass 
175,000,000 before the 1960 census. 


* * e 

Most of the Congress lost little 
time heading for home or vaca- 
tionlands, but not the members of 
the House ways and means com- 
mittee. They have been conscien- 
tiously on the job from early in 
the morning until late at night 
listening to business men who feel 
that changes in the federal tax 
structure are overdue. 

The committee’s purpose is to 
come up with major tax revisions 
next year, but the longer it sits 
the more hopeless it all seems. 
Everyone wants tax relief—yet 
there is little reason to believe the 
government can afford to take a 
substantial drop in its income. 

Excise taxes have been getting 
a fearful raking over. There is al- 
ready an implied promise that the 
movie industry will get an admis- 
sions tax cut next year, so the 
legitimate theaters, the amusement 
parks and the night clubs all want 
some of the same. The fur indus- 
try says it is in desperate shape. 
The telephone industry and its 
unions testify that it isn’t fair to 
tax phones, when water, gas and 
electricity go untaxed. Railroads 
want relief, and so do TV manu- 
facturers, fountain pen makers, 
household appliance and automo- 
bile manufacturers. 

The National Assn. of Manufac- 
turers says the only equitable solu- 
tion is to drop the excises and in- 
troduce a manufacturers’ sales tax 
of 5% which would apply to just 
about everything except food. Con- 
gressmen admit this is an attrac- 
tive proposition, but they aren’t 
sure the voters would feel the 
same way. 


Miller Adds Farm Magazine 


Miller Publishing Co., Minne- 
apolis, will add another publica- 
tion dealing with agricultural 
chemistry to the list of four it 
publishes now. Called Croplife, the 
magazine will appear Jan. 25, 1954, 
and will be directed to fertilizer 
makers, pesticide formulators and 
ingredient suppliers. Format will 
be 94 x13%4”, in newspaper format. 
Croplife will have an initial pub- 
lication of 6,000 weekly, but will 
reach approximately 30,000 retail 
dealers of farm chemicals through 
a controlled rotating circulation 
plan. 


2 Name Harry M. Miller Inc. 


Grand Industries, Delaware, O., 
|}manufacturer of gas ranges, has 
|appointed Harry M. Miller Inc., 
| Columbus, O., to promote the in- 
troduction of its new 1954 line. 
Consumer and dealer ads will be 
/used, including newspapers, mag- 
| azines, radio and television. Grand 
| Industries is a division of Sunray 
Stove Co., Delaware. Donaldson 
Baking Co., Louisville, has named 
| Miller to handle its advertising in 
;Kentucky and Indiana. Newspa- 


pers, radio and TV will be used. 
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To Convey An IDEA 


The genius who invented the wheelbarrow did much to speed the back- 
breaking job of moving heavy loads. This simple contrivance was the 
forerunner of a multi-million dollar industry —the development of 
many types of efficient, economical machinery to handle and convey 
raw materials and finished products. And... to convey their sales 
messages, manufacturers of this equipment advertise in Business Week. 


REASON: Business Week is read by a highly concentrated audience 
of Management Men—key executives who participate in buying deci- 
sions. These executives are alert to opportunities for speeding pro- 
duction in their plants at less cost. 


RESULT: Manufacturers of materials handling equipment last year 
placed 232 advertising pages in Business Week... more than five 
times as many pages as they placed in any other general-business or 
news magazine. These companies, together with all advertisers seek- 
ing high sales returns per advertising dollar, know— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These Materials Handling Advertisers Reach 
Management Prospects Through Business Week 


Acme Pallet Co., Inc. 
American Hoist & Derrick Co. 
The American Monorail Co. 
Automatic Transportation Co. 
Bassick Co. 
(Stewart-Warner Corp.) 
Bedford Foundry & 
Machine Co., Inc. 
Big Joe Manufacturing Co. 
Borg-Warner Corp. 
Briggs & Stratton Corp. 
The E. W. Buschman Co., Inc. 
Clark Equipment Co. 
(Ross Carrier Co.) 
(Michigan Power Shovel Co.) 
The Colson Corp. 
Darnell Corp., Ltd. 
Elwell-Parker Electric Co. 
A. B. Farquhcr Co. 
(The Oliver Corp.) 
Gemar Associates 
General American 
Transportation Corp. 
Gerlinger Carrier Co. 
Harnischfeger Corp. 
Hewitt-Robins, Inc. 
Frank G. Hough Co. 
(International Harvester Co.) 
Hyster Co. 
Industrial Brownhoist Corp. 


Industrial Crane & Hoist Co. 

Lewis-Shepard Products, Inc. 

Link-Belt Co. 

Magnesium Co. of America 

Manning Maxwell & Moore, Inc. 

Marlow Pumps 

Mead Specialties Co. 

Mechanical Handling Systems, Inc. 

Mercury Manufacturing Co. 

Mobilift Corp. 

Northern Engineering Works 

The Ohio Electric Manufacturing Co. 

Power Products Corp. 

Pullman-Standard Manufacturing 
Co. (Pullman, Inc.) 

Rapids-Standard Co., Inc. 

Raybestos-Manhattan, Inc. 

Revolvator Co. 

Richards-Wilcox Manufacturing Co. 

Robbins & Myers, Inc. 

Rotary Lift Co. 

Roura Iron Works, Inc. 

Salem-Brosius, Inc. 

Standard Conveyor Co. 

The Thew Shovel Co. 

Towmotor Corp. 

The Wayne Pump Co. 

Wellman Engineering Co. 

Whiting Corp. 

Yale & Towne Manufacturing Co. 


Source: Publishers Information Bureau Analysia 
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me eine Wilsc Haight Gartield Appoints Cain 
= Richmond Sc: » Anchor Co., Bill Cain, previously men’s wear 
rooklyn maker { tying devices copywriter for the White House, 


for concrete con ‘uction, has ap- San Francis 
ES Wilson, iaight, Welch & isco department store, 


 WHBF IS NOW CBS I 


FOR THE QUAD-CITIES 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


to handle its adv tising. Previous- Franci 
Te William von /chle & Co., New, 5°? 
| a handled th: account. 


‘Sykes Joins Agency PR 

Rose Joins Thwing & Altman =, _ ward H. Sykes Jr., son of the 
Raymond Pau! Rose, formerly founder and board chairman of 

with Will Burgess & Co. Sykes Advertising, Pittsburgh, has 

York, has been appointed art di- joined the agency’s public relations 

rector of Thwing & Altman, New Staff. He recently returned from a 

York. tour of duty with the Navy. 


cic, We M4 24 F McCann Appoints Dickens . Brooke, Smith Boosts Pauker 


' A Donald Dickens, previously with Carol Pauker, copy chief, has 
- TELCO BUILDING, ROCK ISLAND, Fane > Needham, Louis & Brorby, Chica- been promoted to radio and televi- 


creative group in the San Francis- office of Brooke, Smith, French 
co office of McCann-Erickson. & Dorrance. 


he on ac 


WORST-HIT SECTION OF WACO — DALLAS NEWS STAFF PHOTO 


an it wind Clew nabedy gaad 


ee Midafternoon Monday, May 11, skies dark- no surprise that the fund begun and collected by The 
wigs ened ominously as capricious Nature lashed News quickly surpassed its $100,000 goal, and that it 
- across Texas, full-armed with tornadoes exceeded every such fund in the state. 


and slashing rain. First strike was at San Angelo where 
ten were left dead in a tornado’s wake. But Waco was the 
prime target. So furious was the onslaught that only days 
of endless digging in mountainous rubble revealed the toll: 
114 dead, more than half a thousand seriously injured. 


TEXANS RESPOND readily to the suggestion of The 
Dallas News, for the word of The News is that of a 
long respected friend and advisor. This influence 
accrues as well to advertising in The News, in more 
ready acceptance and increased sales throughout the 
THE DALLAS NEWS was eyewitness, and by morning larger, wealthier 72-county Double Dallas Market. 
had spread its front page report of the tragedy over a 

third of Texas. Conscious of its leadership and ability 

to appeal to a wide and sympathetic readership, The 


News quickly initiated a relief fund and opened its col- = he sae Morning Reus 
umns to the needs of the stricken cities. 
. %; 
BLOOD, BANDAGES, clothing, blankets—every con- > fe ates # DE FIANT G ERMANS 


ceivable first-aid—were rushed to the disaster areas as 


all Texas dug in to aid the distressed cities. There was CRESMER & WOODWARD, INC., Representatives 
New York + Chicago ° Detroit + Atlanta * San Francisco + Los Angeles 


ONE OF A SERIES: THE STORY BEHIND THE NEWS’ CLEAR-CUT LEADERSHIP IN TEXAS 


has been named a copywriter for 
Grover, New Y« « and Hartford, Sidney Garfield & Associates, San. 


Represented by Avery-Knodel, Inc. : ~ : go, has been named head of the sion director of the San Francisco) 


Advertising Age, August 17, 1953 


Armour to Give Cash, 
Trips, Packard for 


Renaming Movie Star 


Cuicaco, Aug. 11—A top prize 
of a Packard Caribbean sports 
|convertible and a free two-week 
trip to Hollywood for two, or $7,- 
500 in cash, is being offered this 
fall by Armour & Co. in a $32,500 
contest promoting its Pantry-Shelf 
/canned meat products. 
| The format of the contest is 
| based on giving Joan Weldon, 
young Hollywood star, a new 
name. Contestants may submit as 
many names as they wish, each 
entry accompanied with a label 
from one of Armour’s Pantry- 
Shelf Meal products. 

The contest begins Sept. 1 and 
closes Oct. 31 and will be boosted 
by full-page color ads in American 
Family, Better Living, Everywo- 
man’s Magazine, Family Circle, 
| Ladies’ Home Journal, Life, Look, 
The Saturday Evening Post, Wes- 
tern Family and Woman’s Day. 


|® Cooperating with Armour in the 
contest are Warner Bros. Studio, 
Packard dealers and Trans World 
Airlines, which will fly contest 
winners to Hollywood. 

Special contest displays of the 
Armour canned meats will be on 
exhibit in the lobbies of 15,000 
theaters in conjunction with the 
showing of Joan Weldon in “So 
This Is Love.’ One-minute film 
trailers announcing the contest 
will be shown in the theaters. 

Packard dealers and TWA of- 
fices also will publicize the con- 
test with displays and posters. 

Retailers who build store dis- 
plays tying in with the contest will 
cash in on 400 prizes and bonuses 
totaling $10,400. Secondary prizes 
for consumers include 10-day trips 
to Hollywood and cash awards. 

Kits of shelf-talkers, entry blank 
pads, pricing and display cards 
‘and advertising mats will be dis- 
tributed. 

Foote, Cone & Belding is the 
| agency. 


| Canadian Avco Elects Execs 


James D. Shouse and Leonard F. 
|Cramer, v.p.s of Avco Mfg. Corp., 
|New York, have been elected v.p.s 
lof Avco of Canada Ltd., which 
comprises the former Dominion 
subsidiaries of the Crosley and 
Bendix home appliance divisions 
as well as Moffats Ltd., maker of 
electric gas ranges and other home 
appliances. 


Names Witherspoon & Ridings 


Hobbs Mfg. Co., Fort Worth 
truck trailer manufacturer, has ap- 
pointed Witherspoon & Ridings, 
Dallas and Fort Worth public re- 
lations consultant, to handle its 
public relations. Activities will be 
largely in the employe and custom- 
er relations field, with indirect 
emphasis on sales. 


‘Joins Crompton-Richmond 


Rosalind Allen, formerly associ- 
ated with Amos Parrish & Co., 
New York, has joined Crompton- 
Richmond Co., New York, as fash- 
ion director and assistant to the 
president. She succeeds Murrow 
McCurnin, who is retiring. 


‘Goldsmith Joins CBS-TV 


Don Goldsmith, formerly an ac- 
count executive of the Jam Handy 
Organization and an associate of 
Wilding Pictures, has joined CBS 
Television in Chicago as a sales- 
man. 


Kewin Promoted to A. M. 

Bernard M. Kewin, assistant ad- 
vertising manager of Automatic 
Transportation Co., Chicago maker 
of electric driven industrial trucks, 
has been promoted to advertising 
manager. 


Joins Kenyon & Eckhardt 

| James S. MacVickar, formerly 
}an account executive of Benton & 
|Bowles, New York, has joined 
'Keny on & Eckhardt, New York, as 
}an account executive. 


ncn nf 
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Advertising Age, August 17, 1953 


Canada IS Different . . 


tee wetenes 
ever camanian cmnzen 


ANTICOMMUNIST—Alford R. Poyntz Ad- 
vertising, Toronto, and the Canadian Daily 
Newspaper Assn. prepared ads like this 
which were sponsored in a number of cities 
by industrialists during the campaign for 
Canadian federal election, which took place 
Aug. 10. The ads reflect Canadian busi- 
ness’ concern that the public is indifferent 
to the Communist threat in Canada. 


‘Purchasing’ Finds 
More Salesmen But 
No Better Salesmen 


New York, Aug. 11—A lot more 
salesmen are calling these days, 
but most of their calls do not re- 
flect the aggressive, competitive 
spirit needed to get new customers 
and boost sales. 

This is the conclusion reached 
by industrial purchasing agents 
queried by Purchasing, a Conover- 
Mast publication. 

A total of 500 purchasing men of 
all types answered the question- 
naire, and results of the poll in- 
clude the following: 

About 71% report a noticeable 
increase in the number of sales- 
men calling. Sixty-seven per cent 
say there has been no change in 
the quality of salesmen; 25% find 
the quality better, and 8% think 
it is poorer. 

More than half the sales calls 
are merely routine, a majority of 
purchasing men say, and only a 
small proportion of salesmen’s 
calls represent sound, aggressive, 
competitive selling to win new cus- 
tomers and increase present busi- 
ness. About 72% of the purchasing 
men said that less than a quarter 
of the calls are of this type. 


s More than half (58%) of the 
purchasing agents don’t go along 
with the popular expression, 
“salesmen have forgotten how to 
sell.” The consensus is that the 
competitive era ahead will force 
a return to basic selling tech- 
niques. 

Better sales management and 
training are needed in the present 
situation, rather than an increase 
in number of salesmen, according 
to 87% of the purchasing execu- 
tives who answered the question- 
naire. 


Eight New Stations Join 
ABC Television Network 


Affiliation of eight new stations. 
with the television network of. 
American Broadcasting Co., New| 


York, has brought to 143 the num- | 


Swattord & Co. to Move 
Swafford & Co., Los Angeles 


HERE -You i agency, on Sept. 1 will move its 


offices to its new building at 307) 


/On the same date, the agency will 


‘become a corporation. 


Luckie Moves, Adds One 


Robert Luckie & Co., Birming- 
ham, Ala., agency, has moved to| 
the Frank Nelson Bldg. Revis. 
Brasher, formerly with a Green-| 


pointed art director. 


‘ROTC Journal’ Hikes Rates 


The ROTC Journal, 
will raise its rates with the Sep- 
tember issue. A page one time 


|S. Robertson Blvd., Beverly Hills. will cost $125. Murray Martin, | 


New York, public relations con- 
| sultant, has been named national 
‘advertising representative. 


Pacific Flush to Proebsting 


Pacific Flush Tank Co., Chicago 
maker of waste treatment equip- 
ment, has named Proebsting, Tay- 


ville, S. C., agency, has been ap-| lor Inc., Chicago, to handle its ad-. 


vertising, effective Nov. 1. 


Atlanta, , 


AT LOWEST PRICE 
IN TV HISTORY / 


Y 


PLENTY OF 
OPPORTUNITIES 


Client Anniversary 

Thanks For The Order 

Thanks For The Dinner 
Congratulations On New Job 
Get Well Soon 

Happy Birthday 

Marriage Congratulations 


Congratulations On Family 
Addition 


New Business Openings 

Business Expansion 

Thanks For The Pat On The Back 
Thanks For Your Courtesy 

Have a Good Vacation 
Successful Trip 


Congratulations on Business Deal 
Good Luck On New Enterprise 
To Retiring Employe 


ber of ABC affiliates. The new sta- | 


tions are WHIZ-TV, Zanesville, O. | 


To New Employe 


(Aug. 1); WISE-TV, Asheville, | 


N. C. (Aug. 2); WTAC-TV, Flint, 


Mich. (Sept. 1); WGEM-TV,. 


Quincy, Ill. (Sept. 1). 

WKLO-TV, Louisville (Sept. 1); 
WPMT-TV, Portland, Me. (Sept. 
1} WOKY-TV, Milwaukee (Sept. 


1). 
Appoints Doyle & Hawley 


26), and KCJB, Minot, N.D. (Oct. 


Bon Voyage 
Welcome Home 


(...and always remember 
the wives!) 


The San Antonio Express and 


Evening News has appointed Doyle 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, New York. Publishers of The American Magazine, Collier's and Woman's Home Companion, 


& Hawley, San Francisco, to rep-_ 
resent it on the Pacific Coast, ef-| 


fective Sept. 1. 


} 
' 


Say it better...Say it faster 
it with Howers-By-Wire 


‘ iS 
STeERFLO® 


in the advertising field 
TO BUILD BUSINESS 
WITH FLOWERS -BY-WIRE! 


*FTD means: Frorists’ TeteGrary Detivery ASSOCIATIc 


Association has become a part of everyday living. Because it’s 


always right to “Say It With Flowers-By-Wire”, it’s a most practica] 


at any time... and always on time! 


With friends and relatives living in widespread areas and with 
flowers first choice among remembrance gifts, the family offers 

a natural market for this flowers-by-wire service. That’s why FTD 
now advertises in The American Magazine. This all-family magazine 


is definitely designed to reach the vast family market. 


FT D* tells why 


Around the world, the unique service of Florists’ Telegraph Deliver. 


Fs most effective way to mark special occasions everywhere 


Your product belongs on the pages of The 
American Magazine, too! As proof of its family 
appeal, The American gives its advertisers 
10,230,000 readers for 30,349,000 
reading hours, and 40,920,000 readings 
per issue! Move ahead with The American 
Magazine...where more readings mean 
more selling opportunities! 
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» HOUSTON! = 


Yhe 
AMERICAN WEEKLY 
ADDS THE 


HOUSTON CHRONICL 


Starting September 20% 
Over 210,000 Increased Circulation 


It’s the big gusher of the year for advertisers! A plus so 
huge that it could only be produced by a magazine as 
vital, as energetic, as fast-moving as The American Weekly! 

Starting September 20th, The Houston Chronicle 
joins The American Weekly ... booms circulation from 
9,300,000 reader-families to better than 9,500,000. 
And present advertising rates will be maintained for 
the rest of the year. 

Now, your message in The American Weekly penetrates 
the South’s wealthiest market center—the 14th largest and 
richest city in the nation—to a depth of 61% of the 
families. The Chronicle is Houston’s biggest newspaper — 


leader in both advertising and circulation for 40 consecu- 
tive years. 

All this — in addition to the sales-making coverage 
you get from the other 24 great newspapers now dis- 
tributing America’s most modern, most serviceable 
Sunday magazine! 

Yes, Enthusiasm grows and grows as The American 
Weekly keeps moving up! 

UP in editorial vitality! UP in advertising revenue! 
(P.I.B. reports a whopping 56.1% gain for the first 
half of 53, over the same period last year. ) UP in strate- 
gic market strength! That’s Enthusiasm driving ahead! 


The 
American WEEKLY CREATES ENTHUSIASM* 


Albany Times-Union + Baltimore American * Boston Advertiser 
Buffalo Courier-Express * Chicago American * Cincinnati Enquirer 
Cleveland Plain Dealer + Dallas Times Herald + Detroit Times 
* Los Angeles Examiner * Miami Herald ~ 
Milwaukee Sentinel * New Orleans Item * N. Y. Journal-American 
Philadelphia Bulletin + Pittsburgh Sun-Telegraph + Portland 
Oregonian + St. Louis Globe Democrat + St. Paul Pioneer Press 


San Antonio Light* San Francisco Examiner * Seattle Post-Intelligencer 
* Syracuse Herald-American * Washington, D. C. Times-Herald 


*ENTHUSIASM is interest raised to the buying pitch! 
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Garroway’s ‘Today’ 
Is Making Sponsor 
Records for NBC-TV 


New Yorx, Aug. 13—‘Today,” | 


National Broadcasting Co.’s early 
morning news and feature TV pro- 
gram, is chalking up new sales 
records in terms of sponsors. 

George Frey, NBC-TV sales v.p., 
reports that the two-hour, five- 
day-a-week show to date this year 
has been booked for 58 individual 
campaigns. This includes those 
completed, running currently and 
coming later. 

Advertiser support for the pro- 
gram—the only network offering 
in the 7 to 9 a.m. period—has come 
from big budget spenders and little 
known companies which eased 
their way into TV with a modest 
buy on the program. Advertisers 
can buy as little as a single parti- 
cipation on “Today,” which is pre- 
sided over by Dave Garroway. 


® Very happy with the fall out- 
look, Mr. Frey said that 723 seg- 
ments out of an available total 
of 1,408 for the last four months 
of 1953 have already been spoken 
for. These sales will bring in an 
average gross volume of $2,169,000 
for September through December. 

Repeat buys by agencies using 
the program have been notable. 
Eleven sponsors recently bought 
into “Today” through Batten, Bar- 
ton, Durstine & Osborn; seven 
through Young & Rubicam; five 
through Ruthrauff & Ryan and 
four through J. Walter Thompson 
Co. 


Boston Stations Separate 

In a move to split the operations 
of its radio and TV stations in 
Boston, Westinghouse Radio Sta- 
tions has appointed Paul E. Mills 
manager of WBZ (AM and FM). 
W. C. Swartley will continue as 
manager of' WBZ-TV. Mr. Mills 
currently is sales director of 
WOWO, Westinghouse’s Ft. Wayne 
station. 


McTigue Gets NBC-AM Post 

John D. McTigue, a member of 
National Broadcasting Co.’s press 
department in New York for some 
time, has been assigned to cover 
the activities of the NBC radio 
network. He will continue to re- 
port to Richard Connelly, director 
of press for the radio and TV net- 
works. 


CBS-TV Signs Two Stations 

KMMT, Austin, Minn., and 
KOIN-TV, Portland, Ore., have 
signed affiliation contracts with 
CBS Television. Not yet on the 
air, the latter station will join 
the network Oct. 15. KOIN-TV will 
replace KPTV as the CBS affili- 
ate in Portland. 


oom 
HAVE YOU HEARD? 


... about the 


BLACK BOX 


method of 

Screenless Printing 

in Full COLOR... 
for Black and White) 


at unbelievably low cost? 
... thot still 


gives you the most faithful 
reproduction possible? 


Get the facts! 


BLACK BOX PHOTO 


& COLLOTYPE STUDIO, Inc. 
845-53 W. ERIE ST., CHICAGO 22 
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Sterling Drug Sues Eckerd’s 


Sterling Drug Inc., New York, | 


| Goodyear Promotes Neil 


James C. Neil, in the petroleum 


'CBS Radio Names Reitzel 


| Bok Reitzel, eastern sales rep- 


Advertising Age, August 17, 1953 


Pak-A-Way Appoints Naftstad 
H. N. Nafstad, formerly Minne- 


has filed suit against Eckerd’s of products department, retail stores resentative for the CBS Radio Pa- apolis district manager for U. S. 
division, Goodyear Tire & Rubber cific network, has been appointed Rubber Co., has been named as- 
Co., Akron, has been promoted to Pacific Coast sales manager for sistant sales manager in charge of 


| Tampa Inc., to enjoin the Florida 
| druggist from selling Bayer aspirin 
'and Phillips’ Milk of Magnesia be- 
low fair trade prices. 


Beacon Press Appoints Spier 


| The Beacon Press, Boston book 
|publisher, has appointed Franklin 
|Spier Inc., New York, to handle 
its advertising. Denhard & Stewart, 
New York, previously handled the 
account. 


the advertising department. 
'Neil will be connected with retail 
‘store advertising. 


Macon Joins Kastor, Farrell 

Arthur E. (Ed) Macon, former- 
ly with Cunningham & Walsh, New 
York, has joined Kastor, Farrell, 
Chesley & Clifford, New York, as 
‘art director. 


' quarters will be in Los Angeles. 


Mack to Douglass Muffler - 


Rollin C. Mack, formerly ad- 
'vertising director of Trend Inc., 
|Los Angeles, has been named ad- 
vertising sales manager of Doug- 
lass Muffler Co., Los Angeles 
|maker of steel packed mufflers. 


Mr. ' the CBS Radio network. His head- | the Pak-A-Way home freezer di- 
‘vision for Schaefer Inc., Minne- 
| apolis. 


| 


John Jackson Joins Grant 


John H. Jackson, formerly a 
/copy group head with Gardner Ad- 
'vertising Co., has joined Grant 
Advertising, New York, as crea- 
\tive director. 
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Advertising Age, August 17, 1953 
$2,000,000 Drive 


motion. Distributors and dealer 
for Washer, D ryer | programs are expected to total al- 
Planned by Norge most another $1,000,000. 


|zines, business paper advertising, 
a network TV show and local pro- 


Norge has signed as co-sponsor 
P 4 Cuicaco, Aug. 14—Norge divi- of the Garry Moore show over 
i sion of Borg-Warner Corp. is pre-| _CBS Television starting Sept. 10. 
; paring a $2,000,000 campaign for The magazine schedule will open | 
its automatic clothes washer and | | Sept. 28 with a four-color spread 
dryer units. It will break Sept. 10 | in Life. 
and run three months. Other magazines on the schedule 
The company will spend about | are American Home, Better Homes | 
$1,000,000 for space in nine maga- | & Gardens, Ebony, Farm Journal, 


giveaways to build store traffic. 
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Good Housekeeping, Ladies’ Home 
Journal, Progressive Farmer and 
Sunset. 

Plastic aprons will be used as 


Names Erwin, Wasey & Co. ‘Names Chambers & Wiswell 
Dwight Edwards Co., San Fran-| Macalaster Bicknell Co., Cam- 
‘cisco, a division of Safeway Stores bridge, Mass., maker of laboratory 
Inc., has named Erwin, Wasey & supplies and ‘special glassware for 
Co.’s Los Angeles office to handle experimental work, has appointed 
advertising of Edwards instant Chambers & Wiswell, Boston, to 
coffee, effective Sept. 1. jhandle its advertising, as well as 
\for the associated company, Mac- 
alaster Bicknell Parenteral Corp., 
NATA Adds Cuban Transit Unit ‘maker of hospital specialties and 
Publicidad en bebe gor a oper-_ laboratory apparatus. 
ator of Cuban transit advertising 
KPRC-TV Boosts Power ‘facilities, has become the 44th) Dawe’ s Promotes McBride 
KPRC-TV, Houston, has in- member of the National Assn. of. Frank McBride, since 1950 ad- 


io its power from 65kw to — Advertising, New | vertising manager of Dawe’s Lab- 


oratories Inc., Chicago vitamins 


Distributors will provide dealers 
with TV film spots, color movie. 
_trailers, direct mail material, dis- 
| plays and 24-sheet outdoor posters. 


working 


spend it 


veys. 


The relentless driving force of The IRON 
AGE across the buying front of metal- 


mover you can put behind your product. 


The IRON AGE’s paid circulation total is 
at a new high — 50% more subscribers 
than the next metalworking weekly .. . 
and 8 out of 10 renew. 


In 18,089 major metalworking plants 


engineering, purchasing. Ask fo see the 
coverage charts. 


No other standard-size industrial maga- 
zine covers more plants or more metal- 
working executives. No other can match 
The IRON AGE’s stellar performance — 
me the No. 1 vote on most readership stud- 
ies, year after year. Ask to see the sur- 


But best of all, the high economy of a 
dominant IRON AGE campaign makes 
hard sense these days of careful spend- 
ing. It, too, is unmatched — at $11.50 
per page per thousand of your best pros- 
pects. And, remember this — the IRON 
AGE is the only ABC metalworking week- 
ly you can buy. Ask fo see a rate card. 


producer, has been promoted to 
director of public relations, a new 
post. Mr. McBride will have over- 
|all supervision of advertising, sales 
|/promotion and an expanded pub- 
lic relations program. 


Shaw Joins KHMO. Hannibal 


| William H. Shaw, formerly mid- 
'western sales manager of Broad- 
|casting-Telecasting, Washington, 
‘has been appointed general man- 
j;ager of KHMO, Hannibal, Mo. He 
|succeeds Wayne Cribb. The station 
| was purchased recently from the 
|Courier-Post, Hannibal, by James 
Bolling. 


GREENVILL 


HALE-MILLION 
~ MARKET» 


leads all others in 


GEN. MDSE. 
SALES 
with 


$47,376,840 


Data compiled from Sales Man- 
agement's 1953 Survey of Buy- 
ing Power shows this comparison 
of General Merchandise Sales 
in S. C.'s three leading markets: 


is the most powerful prime 


Greenville ..... $47,376,840 
each week The IRON AGE penetrates to Columbia ...... 42,061,530 
the buying money and the men who Charleston ..... 26,768,120 


— administration, production, 


i 494,212 PEOPLE. 


The Greenville Market also 
leads all others in S.C. in In- 
come, Population, Retail Sales, 
‘| Wages, Employment, and Autos 
& Trucks. It is your first market 
in South Carolina. 


OREENVILLE: PIEDKONT 


| MORNING & SUNDAY 
Wepre ented Mationatly ; ae ny ae COMPANY 


Operators of WFC ~NBC= $000 Vigtts 


Daily Circulation 98,776 
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2 MILLION PRINCESS PEGGY DRESSES fAsmually) 
<a. AINE, cco capthe Peoria Industry! = 


Section of the 


PRINCESS PEGGY « 


Sewing Rooms 


Employing 
200 a 


Py. 3 
260, 000% , es 


fy Pepulation 


pte 
Coverage Matra te Memes 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO.., Inc. 


ON aa 


AD NETWORK FOUNDERS—The first network of advertising agencies in Central 
America was formed recently by these owners of leading agencies there. Left to 
right are M. D. Morales, Nicaragua; Murie Mykland, Panama; Luis G. Dillon, presi- 
dent, Dillon-Cousins & Associates, New York; Eva Galindo, Honduras; Tomas Aguilar 
Alvarado, Costa Rica; Estela Molina, Guatemala, and Antonio Diaz, Salvador. 


Weintraub Gets La Palina 


has appointed William H. Wein- 


\'traub & Co., New York, to handle 


advertising of La Palina cigars. 


Schwimmer & Scott, Chicago, for- | 


merly had the account. Congress 


is a subsidiary of Consolidated Ci-| 


gar Corp. 


men : 


YOUNGSTOWN, OHIO “a a eo ee 
SAN ANTONIO, TEXAS . . . + «© - 
SYRACUSE, NEW YORK. . 
GRAND RAPIDS, MICHIGAN . . . «+ -; 
MEMPHIS, TENNESSEE et a a 
DES MOINES, IOWA . 
SALT LAKE CITY, UTAH . . . «+ «+ 


BIGGER in. 


$39,189,000 
39,426,000 
30,991,000 
27,285,000 
39,875,000 
19,456,000 
21,530,000 


SAN DIEGO California e @ e@ $40, 934, 000 


Data Copyrighted 1953 Sales Management, Survey of Buying Power; further reproduction not licensed. 


The only way to 
reach the most San 
Diegans at the lowest 
cost — is with unadult- 
erated, SATURATION cover- 
age of these two great news- 
papers. Over 90% of the San Diego 
market consistently reads and 
believes the San Diego Union 
and Evening Tribune. 


THE MOST 
IMPORTANT CORNER 


_ a IN THE U.S.A. 


SAN DIEGO 
CALIFORNIA 


fe VENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 


| Form First Network 
Congress Cigar Co., New York, 


of Ad Agencies in 


Central America 


New York, Aug. 11—The first 
network of advertising agencies in 
|Central America has been formed 
recently in Tegucigalpa, Honduras, 
at a conference attended by own- 
ers of some leading agencies in 
each of the six countries. 

Known as Publicistas Centro- 
americans Asociados, the network 
_will promote uniform standards of 
| service for advertisers in that area, 
with special emphasis on accounts 
from abroad. Media and market 
information will be exchanged. 
/Mutual aid in production matters 
‘and agreement upon agency stand- 
/ards and practices will be sought. 


| 


® Activities of PCA will be coor- 
,dinated by Muriel I. Mykland of 
Servicios Mykland, Panama City. 
Agency owners who attended the 
|two-day session in the Honduras 
capital are Estela Molina, Guate- 
‘mala; Antonio Diaz, El Salvador; 
|Eva Galindo, Honduras; M. D. 
Morales, Nicaragua, and Tomas 
Aguilar. Alvarado, Costa Rica. 

| Luis Dillon, president of Dillon- 
‘Cousins & Associates, New York, 
‘and Dillon-Huymans-Rincon Gal- 
\lardo, Mexico City, was a guest at 
ithe conference. Dillon-Cousins 
serves as business representative 
of the Central American network. 
| PCA accounts include _ Esso 
Standard Oil S. A. and Colgate- 
‘Palmolive- Peet Co. 


senaieees Appliance Unit 
of Motor Products Names 2 


L. J. Sorensen, v.p. and general 
team of the Deepfreeze appli- 
‘ance division of Motor Producis 


| LL. J. Sorensen 


Corp. North Chicago, IIl., has been 
promoted to executive v.p. of the 
division. 

| F. F. Duggan, formerly general 
‘sales manager of major appliances 
|for the Crosley division of Avco 
Mfg. Corp., New York, will soon 
|join Deepfreeze to take over the 
_vacated post of v.p. and general 
| manager. 


F. F. Duggon 


| Willys Motors Boosts Bishop 


Marden R. Bishop, since 1949 
public relations director of Willys- 
|Overland, has been promoted to 
direct public relations and public- 
_ity for Willys Motors Inc., Toledo, 
and its new Kaiser-Willys sales 
division. 


| Loehwing Joins ‘Tempo’ 


David Loehwing, formerly with 
| Quick and more recently a special 
| consultant to Selvage, Lee & Chase, 
|New York public relations con- 

sultant, has joined Tempo as a de- 
partment editor. 
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Coming 
Conventions 


Aug. 20-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- | 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 
Publishers Assn., annual classified clinic 
for mid-Atlantic states, Fort Stanwix Ho- | 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. | 
of America, 56th annual convention, | 
Shamrock Hotel, Houston. | 

Sept. 18-19. Seventh District, Advertis- | 


Pooler Heads ARF Group 


Charles A. Pooler, senior v.p. in 
charge of marketing at Benton & 
Bowles, has been named chairman 
of the projects development com- 
mittee of the Advertising Research 
Foundation. In addition, Fred B. 
Manchee, executive v.p. and treas- 
urer of Batten, Barton, Durstine & 
Osborn, has been appointed pro- 
jects progress adviser. He was 
formerly chairman of the projects 
development committee. 


Names Moresales Associates 


Glengarry Equipment Corp., Bay 
Shore, N. Y., has appointed More- 


Stratosphere Buys Shows 


Stratosphere Corp., maker of 
Skyway anti-freeze, has signed to 
sponsor a series of shows over 17 
Intermountain Network radio sta- 
tions in Utah, Idaho and Wyoming. 
The schedule includes five weekly 
sportscasts, two weekly newscasts 
and 10 spots daily. In addition, 
KALL, Salt Lake City, key station 
of the network, will air five week- 
ly newscasts by Jim Peterson. Kil- 
‘lingsworth Agency, Los Angeles, 
\placed the time for Stratosphere. 


Herman Named Florida Rep 
Hal Herman, Miami Beach pub- 


ing Federation of America, Nashville,) sales Associates, New York, to lic relations consultant, has been 


Tenn. 

Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 26-29. Mail Advertising Service 
Assn, International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

Oct. 4-6. Tenth District, 
Federation of America, 
Tex. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty | 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- | 
nual meeting, Hotel La Salle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 


Advertising 
Corpus Christi, 


vention, Shoreham Hotel, Washington, 
DB. C. 
Oct. 8-10. Life Insurance Advertisers 


Assn,, 20th anniversary convention, Hotel 
Statler, Boston. 
Oct. 9-10. Pennsylvania Newspaper Pub- 


lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 
Oct. 11-14. American Photoengravers 


Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. | 
Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. | 
Oct. 15-16. Central Council, American | 
Assn. of Advertising Agencies, Blackstone | 
Hotel, Chicago. | 
Oct. 15-16. Newspaper Advertising Man- | 
agers Assn. of Eastern Canada, Windsor | 
Hotel, Montreal. | 
Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. | 
Oct. i9-20. Boston Conference on Dis- | 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women’s Advertising Clubs of 
the Advertising Federation of America, 
Edgewater Beach Hotel, Chicago. 

Oct. 26-27. New England Advertising 
Executives Assn., annual meeting, Parker 
House, Boston. 

Nov. 5-7. Southern Newspaper Publish- | 
ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton Hotel and Club, Boca 
Raton, Fla. 

Nov. 7-8. Fifth District, Advertising 
Federation of America, Louisville, Ky. 

Nov. 8-10. National Newspaper Promo- 
tion Assn., midwest convention, Edge- 
water Beach Hotel, Chicago. } 


CBS Reports Record First 
Six-Month Profit in ‘53 


Financially speaking, the first) 
six months of 1953 were the best 
in the history of Columbia Broad- 
casting System, New York. Frank) 
Stanton, CBS president, reported | 
net earnings of $4,003,377—the| 
largest total in the company’s his-| 
tory—for the period, compared’ 
with $2,851,415 for the first six) 
months of 1952. Earning per share | 
amounted to $1.71 against $1.22 for | 
the corresponding period last year. | 

CBS’ sales for the first half of | 
1953 hit $151,253,680—an alltime! 
peak for the company. This is a| 
30% gain over the $116,543,660 
figure for the first six months of 
1952. This figure covers the sales) 
of radio-TV time, Columbia rec- | 
ords and phonographs, CBS-Hy-| 
tron radio-TV tubes and CBS-Co-| 
lumbia radio-TV receivers. 
Butler Joins WNAX 

Larry Butler, formerly cornmer- 
cial manager of KXIC, Iowa City, 
Ia., and account executive of 
KEAR, San Mateo, Cal., has joined 
WNAX, Yankton-Sioux City, as 
sales service manager. Mr. But- 
ler will handle commercial detail, 
sales promotion and merchandis- 
ing. He succeeds Dick Harris, who 
joins KOA, Denver. 


Somson Joins Kling Studios 


Bert Somson, formerly director 
of sales of United Film and Re- 
cording Studios, Chicago, has been | 
named an account executive of 
Kling Studios, Chicago. 


handle all advertising on its In- 
jecto-Weigh feeding units for in- 
jection molding machines. Em- 
phasis will be placed on the plas- 
tics field. 


named representative in Florida 
for the New York Herald-Tribune. 
Mr. Herman is giving up the pub- 
‘lic relations field for the newspa- 
‘per representative field. 


Automatic silk-screen equipment for speed, 


and economy. Speciolisis in short cun, 


large surfoce printing for outdoor and in- 
doar advertising. ; 


~4-COLOR SCREENOLITH 


; oa Prob f  —_.___ . PROCESS 
[Poe SOLID COLOR PRINTING 
j ba 58 Xd ke A ce ec 
7BAY-GLO~ 
: 4.4 \ ioe: 
canes KN the Pras y phe of local 
and sectional 24-sheet posters in 
the United States. 


eS ee 
et Y ry: Bye. 


we et . 


1570 S. FIRST ST., MILWAUKEE, WIS. 


& OFFICES IN: New York © Boston 
: Pittsburgh ¢ Detroit * Chicago 
as ee x ge ie ata St. Lovis * Dallas * San Francisco 
NO ee eo 


Seattie * Portland 
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a Bonfatti 


If your lady appears one da 


ON AMERICAN HAIR STYLING 


with her hair 


coiffured as above, she is under the Italian 


Influence. This 
United States with a 
movie stars visitin 
returned, but their 


gamin hair-do arrived in the 


roup of young Italian 
Rew Yaris. The girls 


talian Boy’s Cut stayed 


on to capture America. 


So it goes with all aspects of modern 
American life. The Italian Influence is having 


its way with our cars, our clothes, our menus, 


our interior decoration and our industrial 


design. If it’s smart, new, elegante --chances 


are, it’s Italian. 


what 
the Italian Influence 


If you've read our ads before, you know 
this means in New York. WOV interprets 


for better living to the 


great and prosperous market which under- 


stands it most readily, acts on it most quickly 
-»» the market represented by more than two 


million Americans of Italian origin who live 
in the New York area. 


Let us show you how WOV will put the 
Italian Influence to work for you, to make 
sales for your product in New York. 


Representatives: 
John E. Pearson Co. 


730 FIFTH AVE., NEW YORK 19+ ROME STUDIOS: VIA di PORTA PINCIANA 4 
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NG DOLLAR IN [ 
“U.S.NEWS & WORLD REPORT” [| 


, 


... BUYS MORE °5,0004 / 


THAN IN ANY OTHIE 


+ more $10,000-and-over families than in any other news magazine* 


a more $7,500-and-over families than in any other news magazine* | 


*—Based on latest publishers’ announcements 
of 1954 guarantees and rates 


For more information ud. | TH E, UU S : 
of efficient coverage : | 
of high-income people 

of importance, 

call or write our advertising 

office at 30 Rockefeller 


Plaza, New York 20, N. Y. 
Advertising offices also 

in Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 
St. Louis, San Francisco 
and Washington. 
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: j 
“U.S.News & World Report’’ family income 
K —HIGHEST OF ALL NEWS MAGAZINES 
(| $5,000-and-over nn 84.57% 
$7,500-and-over JE 62.3% High incomes reflect high buying power, 
i! $10,000-and-over MND 45.67 for both business and consumer products. 
; 7 . * . 
i ey eee Serene“ venee People with important incomes hold the important 
| MEDIAN FAMILY INCOME — $9,330 
jobs. Four out of five “U.S. News & World Report” 
subscribers are in business and industry, doing most of the managing 
. and most of the deciding on business plans and purchases. 
6 High-income families account for most of the volume of major 
family purchases. For instance, more than two-thirds of all 
new car purchases are made by the one fifth of the nation’s families 


earning $5,000 or more. “U.S. News & World Report’s” car-owning 
subscribers average 1.4 cars per family! 


1 AND-OVER FAMILIES 


JER NEWS MAGAZINE“ 


If you have anything to say or sell to the important 


high-income people of the country —for business, personal, or family use— 
your advertising dollar buys more coverage in “U.S. News & World Report” 
| than in any other news magazine. That’s because “U.S. News & World Report” 
: is the one magazine devoted exclusively to the useful news, the 


“pocketbook” news for important people. 


§| Class News Magazine 


2EB THAN GOO.OOO NET PAID CIRCULATION-A MARKET NOT DUPLICATED 
NY# OTHER NEWS OR MANAGEMENT MAGAZINE 
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Appoints West-Marquis 

Olympic Stained Products Co., 
Seattle maker of grooved and 
stained shingles, has appointed 
West-Marquis, Seattle, to handle 
its advertising. 


Knox Appoints Borsuk 


Elmer M. Borsuk, formerly as- 
sociated with National Broadcast- 
ing Co., has joined Robert Knox 
Advertising Co., New York. 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


gers nes * DETROIT 


* NEW YORK 


Mn 


West Coast Canned Pineapple Group Will 
Boost Pineapple Molded Salads in the Fall 


San FRANcIsco, Aug. 11—A na- 
tional advertising drive will pro- 
mote pineapple molded salads in 
September and October. The drive 
will be a cooperative venture by 
the Canned Pineapple Industry, 
through J. Walter Thompson Co. 

Full-color pages spotlighting a 
glamorous gelatin mold with pine- 
apple slices, cherries, and salad 
dressing will appear in 12 maga- 
zines, starting with the Aug. 24 
Life. 


Magazine, Today’s Woman 
and Woman’s Home Companion; 


in October issues of Better Homes| 
& Gardens, Farm Journal, Ladies 


Home Journal, McCall’s, True 


Story, and Sunset Magazine. 


Extra impact in major markets 


will be provided by three-fifth 
page advertisements 


‘newspaper supplements, including | partment of KSTP, Minneapolis. 


in Sunday 


This Week Mavazine. 

The no-bran: 
drive will be brought to the atten- 
tion of food store operators 


in national and regional grocery 
trade publications. These ads not 
only are intended to give the gro- 
cer a preview of the drive, but 
will suggest related item displays 
to tie in with the salad promotion. 


Full pages will appear in| ‘Sew’ Bows This Month 
September issues of Good House-| 
keeping, Modern Romances, Par-| 
ents’ 


Sew, P.O. Box 1816, Little Rock, 
| Ark., made its initial appearance 
this ‘month. The magazine is dis- 
tributed to sewing machine deal- 
ers. Rates begin at $250 for a b&w 


»| page. 


KSTP Names Blake 

James E. Blake Jr., formerly on 
the national advertising staff of 
the Minneapolis Star & Tribune, 
has joined the national sales de- 


Caples Co. Appoints Daly 


John C. A. (Jack) Daly, former- 


‘ly president of Daly & Richardson, 
Ss 


| 


an Francisco agency, has joined 


'the newly formed San Francisco 
canned pineapple | 


office of Caples Co. as account su- 
_pervisor. The former accounts of 
'Daly & Richardson are now being 


through a series of advertisements | handled by the Caples San Fran- 


|cisco office. 


Burg Boosted to S. M. 


Irving X. Burg has been pro-. 


moted to general sales manager 
of Free Sewing Machine Co., Bev- 
erly Hills, Cal.. New Home Sew- 
ing Machine Co. and National Sew- 
ing Machine Co. Mr. Burg has 
been director of promotion and 
advertising of Free and New Home 
companies. 


WKIJF-TV Signs with NBC 
National Broadcasting Co., New 

York, has signed a working agree- 

ment with WKJF-TV, Pittsburgh. 


WKJF-TV will Le a_ secondary | 


NBC affiliation, offering NBC-TV 
programs not seen on WDTV in 


Advertising Age, August 17, 1953 


Home Study Courses 
Train Executives 
for Motorola Jobs 


Cuicaco, Aug. 11—Specialized 
home study courses are practical 
tools in training business execu- 
tives, according to an experiment 
‘completed recently by Motorola 
| Inc. and the University of Chicago. 

About a year ago Motorola de- 
cided to decentralize marketing ac- 
tivities of its communications and 
‘electronics division. Nine regional 
managers who had been trained as 
regional sales leaders were given 
'top authority within their areas. 

The company soon learned, how- 
ever, that these men had been ac- 
customed to referring all important 
decisions to the home office. The 
managers felt a lack of knowledge 
required to handle their new posi- 
tions with the same success they 
had known as sales engineers. 


the Pittsburgh area. The station | 


operates on Channel 53. 


Phoenix is flying high these days! Last year half 


a million passengers and 145,043 flights passed 


through Phoenix’s Sky Harbor airport, more than 
Ft. Worth, Houston or Oklahoma City. And traffic 


through this new $7 million air facility is setting 


new records daily. That’s caused, not only by 


Phoenix's near-perfect flying weather and the big 


boom in the tourist business, but by soaring busi- 


ness activity that has made Phoenix the major 


commercial oasis in the 1200 miles between the 


Gulf and Pacific Coasts. 


You can get in on this bonanza of new business by 


advertising in the Phoenix Republic and Gazette, 


reaching 59% of the homes in the entire state, 


100+% of the homes in the Phoenix Metropolitan 
Area where half Arizona‘s business is done! 


TOTAL ELAPSED FLYING TIME 
BETWEEN PHOENIX AND... 
LOS ANGELES..........1 HOUR, 35 MINUTES 
SAN FRANCISCO..2 HOURS, 50 MINUTES 

sesssssssssseseeee HOURS, 10 MINUTES 


|@ Study at the university level was 

an obvious solution, but the men 
_were needed on their jobs. So 
|Motorola took the problem to 
‘George H. Brown, professor of 
| marketing at the U of C business 
school. 

He worked out a list of required 
reading and supplemented it with 
four group meetings over a nine- 
/month period. Reading selections 
averaged 100 pages of concentrated 
material a week for 30 weeks. The 
meetings, which coincided with 
regular company meetings, cover- 
ed economics, marketing and ways 
to meet competition. 

The experiment ended success- 
_ fully, according to both the univer- 
| sity and Motorola. The electronics 
|}equipment maker states that the 
'regional managers are qualified 
|for their jobs, and the university 
has announced that part of the 
course material has been added to 
\its two-year executive-training 
| program. 


| ‘Living’ Gets Rate Boost 


Street & Smith Publications, 
New York, has issued new adver- 
itising rates for Living for Young 
Homemakers based on an average 
net paid circulation of 500,000, ef- 
'fective with the January, 1954, is- 
| sue. New one time, b&w base rate 
| will be $2,900, and the four-color 
|page rate will be $3,900. Present 
/rates, based on average annual cir- 
'culation of 400,000, are $2,400 and 
$3,500, respectively. 


*on a European Tour he saw 
advertised in his favorite 
magazine, AMERICAN ARTIST. 


And he's just one of the 220,000 
commercial artists, hobbyists, 
teachers, students, art supervisors, 
architects and craftemen whose 
buying is influenced by the 

| hour or MORE they lavish on each 
issue of American Artist! 


| These people spend over 10% 

| of their earned income on luxuries 

| like cruises and vacations — 

over $250,000,000 on necessities like 
ort supplies! 


If you sell Paper, Engravings, 
Typography, Printing, Phote Supplies, 
Art Materials or Courses, Books, 

Resorts or Travel, write today for details. 


american artist 
24 W. 40th St.,N. ¥.18,N. Y. CH 4-2878 
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Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Some Basic Business Estimates 


Sensible Recipes, Yes, Woolf Says 
Bedell Cites Champ Non Sequitur 


The C. M. Makes a Comparison 


Salesense in Advertising ... 


‘What Shall I Serve My Family 
for Dinner Tonight?’ 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


“What shall I serve my family for din- 
ner tonight?” 

It is my notion that when housewives 
ponder this question, as at least thirty 
million of them do every day, their think- 
ing is influenced by 
five considerations, as 
follows: 

1.Good nutrition 
(for the sake of the 
family’s health). 

2. Good taste (for 
the sake of the fami- 
ly’s eating pleasure). 

3. Economy (for the 
sake of the family 
budget). 

4. Ease of preparation (for their own 
sweet sake). 

5. Glamor (for the sake of eclat and 
acclaim). 

These factors of influence are not listed 
necessarily in order of their importance. 
But I believe that the fifth consideration, 
glamor, belongs where I have put it—at 
the bottom of the list. Except on special 
“party” occasions, when paper napkins 
give way to snowy linen, fancy, fussy, 
“dressed-up” dishes are not of major in- 
terest to the average housewife. If this 
belief of mine makes sense, and I am 
firmly convinced that it does, then the 
elaborate, hard-to-fix, and often costly 
recipes that are featured in so much food 
advertising would seem to be a mistake. 
They glitter with glamor and a promise 
of taste enjoyment (except to the meat- 
and-potatoes gourmet), but they are fre- 
quently short on economy, ease of prep- 
aration, and good nutrition. 


James D. Woolf 


s I know for a certainty that many food 
advertisers agree, in principle, with my 
point of view. But, in practice, many of 
them feature glamor recipes regularly in 
their advertising. It is their reasoning, I 
believe, that sparkling party dishes, lit up 
like Christmas trees, tend to surround 
their product with an aura of elegance 
and distinction, an asset, they figure, 
which more than compensates for the 
fact that not one housewife in a thousand 
would dream of concocting such uncon- 
ventional dishes in her kitchen. There is 
also the contention that the fancier and 
more startlingly original the recipe, the 
higher will be the readership ratings. As 
for me, I question the worth of ratings 
that are obtained through the device of 
weird and impractical recipes. 

There are some food advertisers who 
have little faith in recipes and who sel- 
dom feature them in their advertising. 
They object to them on the ground that 
they do not present product advantages 


competitively. For example, when the 
product is, say, canned peaches and is 
also the main ingredient in the recipe, 
they feel that the housewife will use 
whatever brand she happens to have in 
her pantry. 

It is true that in most instances the 
recipe is not a competitive argument for 
given brands of products. Nevertheless, I 
believe that, used intelligently, recipes 
serve useful purposes in most food ad- 
vertising. 


Useful Purposes Served By Recipes 

1. There are certain kinds of foods that 
are seldom eaten in the raw—raisins, for 
example. Hence it is desirable graphically 
to suggest appetizing ways—raisin cook- 
ies, raisin muffins, raisin pudding, etc.— 
in which the product may be used. The 
job would be only half-done with a strong 
competitive brand story; it is equally im- 
portant to maintain or, better yet, to in- 
crease the rate of consumption. 

2. There are certain kinds of foods that 
many housewives do not know how to 
use. Herbs and spices, for instance—bay 
leaves, anise, coriander, dill seed. Even a 
simple seasoner like salt! Countless young 
housewives, I am told, do not know that 
salt should be added after the hamburger 
or chop is broiled. Advertising of the less 
ordinary vegetables and fruits—avocados, 
Brussels sprouts, broccoli, artichokes, ripe 
olives, etc.—should include how-to-use 
information and simple but attractive 
recipes. Uncommon specialties—Kitchen 
Bouquet, Ac’cent, B-V, Tabasco, etc.—call 
for copy that explains and demonstrates, 
and here recipes can be useful. 

3. There are a great many food prod- 
ucts—uncooked egg noodles, raw prunes 
and other dried fruits, uncooked rice, sal- 
ad oils, tomato sauce, beef gravy, canned 
milk, and frozen fowl—that are so form- 
less and colorless they are almost totally 
devoid of visual appetite appeal. Here 
eye-filling recipes, provided they are 
simple and practical, are invaluable. How, 
for example, could you make mouths 
water with beef gravy except through the 
medium of a luscious-looking dish? Note 
the Franco-American advertisement 
shown herewith. Neither of the two dom- 
inant products, noodles and beef gravy, 
is much to look at in itself, but they com- 
bine beautifully into an appetizing illus- 
tration. 


# 4. As conveyors of ideas, of promised 
benefits, recipe illustrations often speak 
louder than words. A tempting luncheon 
dish easily made from refrigerator left- 
overs, for example, is a quick and graphic 
way to get over the idea of economy. An 
attractive and nourishing main dish that 
can be “whipped up” in 10 or 15 minutes 
(note again the Franco-American ad) 
says ease of preparation quick as the 
wink of an eye. 

5. As visualizers of the special merits 
of a product (for instance, the American 


FrancoAmerican BEEF GRAVY 


READY ANY TIME... PERFECT EVERY TIME 


Meat Institute’s good-looking color pages 
featuring the elegant things that can be 
done with the cheaper cuts of meat), it’s 
hard to beat an illustrated recipe. And 
those fluffy, zephyr-light, gossamer cakes 
in the cake-mix ads! 

Yes, I believe that recipes, preferably 
illustrated, serve useful purposes in much, 
if not all, food advertising. 

But, mind you, sensible recipes. Help- 
ful recipes. Recipes that take full and 
sympathetic cognizance of the trials and 
tribulations of the average American 
housewife. Any recipe that fails to con- 
tribute to the solution of a housewifely 
problem does not belong in advertising. 


Recipes that Make Life Harder 

If this august journal had a limitless 
supply of paper and ink, I could easily 
present for the edification of my readers 
scores of what I consider to be ill-advised 
uses of glamor recipes. But I shall content 
myself with two examples. 

I don’t cotton at all to the full-color 
page of “Softasilk—the Glamor Cake 
Flour.” Ask your wife if she does. My 
woman Friday, who researches these mat- 
ters for me, reports that her interviews 
agree the Coronation cake is assuredly 
“elegant” but that it appears to be any- 
thing but “easy.” Friday reports wry 
smiles as her interviewees read these 
directions for Regal Icing: “Tint icing 


pale yellow. Spread icing over cake. Drop 
little mounds of icing around the top 
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SOFTASILK CAKE FLOUR 


The Finer Plaur for Finer Cahes 


edge, swirling each with a spatula. Dec- 
orate swirls and sides of cake with silver 
dragees. Arrange vari-colored gumdrops 
around sides of cakes to represent gems.” 

Those “silver dragees” are what really 
slayed them! 


s Friday says in her report that the Best 
Foods-Hellmann’s color page fared no 
better. If you want to know why, find for 
yourself a copy of the advertisement and 
read the directions for making “ ‘Chicken 
Crown’ Souffle Salad.” But space does 
permit me to tell you this much: What 
slayed the interviewees, busy servant-less 
mothers one and all, was this little item 
of instruction: “Fold in 1% ec. seedless 
white grapes, % c. chopped nuts, % ec. 
chopped watercress.” 

The Wesson Oil color page, shown here, 
came off well, according to Friday’s find- 
ings. The ad, as you will note, illustrates 
seven salads—all of them interesting and 
inviting but simple and easy to prepare. 
The Wesson French dressing, a_ basic 
recipe that, with slight additions, is deli- 
cious with all seven salads, is simplicity 
and frugality itself. Says the copy: “Make 
your own homemade Wesson dressing in 
just one minute ...vary it in seconds to 
please YOUR family’s taste! It costs less 
and tastes better!” 

Each of the salads is also simplicity it- 
self. Sample: “Orange wedges, grape- 


fruit wedges, sliced bananas (dipped in 
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lemon), pineapple chunks, and strawber- 
ries (optional).” No arranging of “vari- 
colored gumdrops around the sides.” 


® I like, too, the Franco-American half 
page in color, already referred to. It 


measures up adequately to four of the 
five considerations listed in the beginning 
of this piece: It offers good nutrition, 
good taste, economy, ease of preparation. 
Glamor? Well, a little maybe—but who 
cares? 


Mail Order and Direct Mail Clinic... 


The ‘Five Ws’ Hold for Mail Order, Too 


By Whitt Northmore Schultz 


(Mr. Schultz conducts a mail order 
business in Highland Park, Ill.) 


Who? What? When? Where? Why? I 
well remember these words. 

The famous “5-W’s,” we called them. 
They were drilled into me by rugged city 
editors during my undergraduate days at 
Northwestern when I was working my 
way through college as a newspaper cor- 
respondent. 

Now, as a mail order merchandiser, I 
find that these same brief questions play 
an important part in our promotions. 

Here’s what I mean: 

Who are our potential customers? Who 
are good prospects for the line of gifts, 
books, housewares, and toys we sell? Find 
out who are your likely customers and 
you can successfully begin to plan your 
mail order campaign. 

What do your customers, your prospects 
want? What are their needs? What is their 
average income? What items will help 
them lead happier, easier, more useful 
lives? What media do they read and enjoy 
and “stay with” most? 

Good results will follow if you can an- 
swer the What with a product, or a ser- 
vice, that’s jammed with reader benefits. 

When is the best time to reach your 
prospects? Spring? Summer? Fall? 
Around Thanksgiving time? Christmas? 
When? 


Learn when your prospects have the 
most money, and when they buy the most. 
Then, plan your mail order ads and your 
direct mail to correspond with these dates. 
Heavy sales impact follows such timely 
planning. 

Where do your prospects spend most of 
their time? At home? In the office? 
Where? 

Answer this searching question by plac- 
ing your ads and your direct mail in 
those areas where your prospects spend 
the greater part of their time. 

If you're intelligently and regularly 
represented where your prospects are, 
your sales chances are far better, of 
course. 


= Why? Why do your prospects turn into 
buying customers? Why do they buy as 
they do? Why are they motivated? Why 
do they buy one item and not another? 
The psychology of buying is not easy to 
master—and nobody has mastered it yet. 
Nor does it look like anyone will soon. 
Try always to learn why people do as 
they do, act as they act, buy as they buy. 
Search constantly for reasons Why. Do 
this and you’ll be on the springboard to 
new sales ...as you discover the answers. 
Who? What? When? Where? Why? 
Keep these five, questioning words up 
front in your thinking as you plan your 
sales promotions. They’ll guide you down 
profitable paths to new sales. 


Some Basic Business Estimates for 1953 


The midyear forecast compiled by the staff of National Securities & Re- 
search Corp., New York, contained estimates on the 1953 economic outlook 
in a substantial number of categories. The general estimates for the year 


1953 are briefed here. 


INDUSTRIAL PRODUCTION 
“We expect this index (Federal Re- 
serve Board) to average 234 for the year 
1953 as compared with 219 for 1952.” 


COMMODITY PRICES 
“The Bureau of Labor Statistics index 
of wholesale prices...is expected to 
average 108 in 1953, as compared to 111.6 
in 1952.” 


COST OF LIVING 


“The Bureau of Labor Statistics index 
of consumers’ prices...is expected to 
average 112.4 in 1953, compared to 113.5 
in 1952.” 


EMPLOYMENT 


“We estimate employment will average 
62 million and unemployment 1.8 million 
for the year 1953 as compared to 61.3 
million and 1.7 million for 1952.” 


RETAIL TRADE 
“We expect retail trade to total $172 


billion for 1953, as compared with the 
1952 high of $164 billion.” 


FARM INCOME 


“We expect the 1953 total to be $31.5 
billion, compared with the 1952 high of 
$33.4 billion.” 


NATIONAL INCOME 
“We expect that it will average about 
$300 billion for the year 1953, as com- 


pared with $290.4 billion for the year 
1952.” 


PERSONAL INCOME 
“We estimate that it will total about 
$280 billion for the year 1953, as com- 
pared with $268.3 billion for 1952.” 


DISPOSABLE INCOME 
“We expect that it will total about $245 
billion for the year 1953, as compared 
with $234.3 billion for the year 1952.” 


PERSONAL CONSUMPTION 
EXPENDITURES 
“We expect that they will total about 
$226 billion for 1953, as compared with 
$216.3 billion for 1952.” 


NEW CONSTRUCTION 

“We expect that (total new private 
construction, plus estimated expenditures 
for crude petroleum and natural gas 
drilling) will total about $24.9 billion for 
1953, as compared with $23.5 billion for 
1952. 

“Total construction expenditures, in- 
cluding public construction, during 1953 
are estimated at $32.3 billion, the same 
level as that prevailing in 1952.” 


PLANT AND EQUIPMENT OUTLAYS 

“During the first quarter of 1953, it was 
estimated that plant and equipment out- 
lays were being made at an annual rate 
of $27.2 billion (seasonally adjusted), 
compared to the $26.7 billion annual rate 


Advertising Age, August 17, 1953 


The Creative Man’‘s Corner... 


No question-its real beer! 
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Even Blindfolded 


We still feel that the three most important qualities an advertisement can 
have are clarity, believability and persuasiveness. All the research in the 
world, however, we are equally convinced, cannot reveal the secret of how to 
distill the essence of these. This is still a human process. 

We also believe, as we have mentioned several times before, that the Ameri- 
can public is considerably more mature than the sophisticated advertising 
fraternity gives it credit for being. We believe it can distinguish, without 
great difficulty, between the genuine and the phony. 

This CBS ad strikes us as an admirable example of the former—the genuine. 
It is not only clear in its approach—it is fresh, which is the essence of clarity. 
The trite, the hackneyed, is seldom clear—because it does not stir the mind 


but leaves it lazy and fuzzy. (Sorry we haven’t space to reprint the copy. Sug- © 


gest you look it up. Or write CBS.) 

Unlike the CBS ad, which is fresh in both its illustrative and verbal ap- 
proach, the Schaefer ad—in both its illustrative and verbal approach—is as 
tired as, well, a glass of flat beer. Here, again, we have the word “real.” Is 
there such a beverage as unreal beer? We also have the blindfolded man— 
who merits a place, by this time, in advertising’s limbo together with the 
tennis player wearing the faultlessly creased trousers, the busty gal whom 
all the boys are mad about, the worried employe whose boss is coming to 
dinner, and the grinning housewife who gets a kiss for properly heating up 
a can of condensed soup. 

We'd like to play a musical background for the Schaefer copy—on our 
zither. Or mandolin. “Hearts and Flowers,” maybe. Or “She Was Only a Bird 
in a Gilded Cage.” “You taste it. M-m-m, it’s light. You take another taste. 
Ah-h-h, it’s dry, too. And then you notice something special—something dis- 
tinctively Schaefer that many of today’s ‘super-light, super-dry’ beers lack. 
That’s Schaefer’s true beer character—the flavor, aroma and other basic 
qualities that traditionally mark a great brew.” But which, of course, shall 
remain nameless. “Try Schaefer today. Even blindfolded, you would know it’s 
real beer—and really delicious.” 

Blindfolded and even three sheets to the wind, we could tell that Schaefér 
is real beer anytime. We could tell Budweiser from milk, too—and Blatz from 
grapejuice. Hate to brag about this, but somehow—well, it just happens. In 
fact, blindfolded we can also tell cheese from Chanel, and good advertising 
from bad. No real accomplishment, really. 


for the same period in 1952. We expect 
they will aggregate about $27.2 billion 
for 1953, as compared with $26.4 billion 
for 1952. 

“We estimate that (expenditures for 
producers’ durable equipment) will total 
about $26.4 billion for 1953, as compared 
with $25.5 billion for 1952.” 


FEDERAL PURCHASES OF GOODS 
AND SERVICES 
“We estimate that they will aggregate 
about $56.9 billion for 1953, as compared 
with $54.4 billion for 1952.” 


STATE AND LOCAL GOVERNMENT 
PURCHASES OF GOODS 
AND SERVICES 
“We expect that they will amount to 
about $25 billion for 1953, as compared 
with $23.4 billion for 1952.” 


GROSS NATIONAL PRODUCT 
“Our estimate is that this will total 
$358.3 billion in 1953, as compared with 
$346.1 billion in 1952.” 


POPULATION AND INCOME 

The estimate is for an average 1953 
population of 159,482,000, compared with 
a 1952 average of 156,991,000. Average 
personal per capita income is estimated 
at $1,756 for 1953, compared with $1,709 
for 1952. Average per capita disposable 
income is estimated at $1,536 for 1953, 
compared with $1,492 for 1952. 


MANUFACTURERS’ SALES 
AND ORDERS 

“Manufacturers’ sales, which totaled 
$276.8 billion in 1952, are expected to ad- 
vance to about $285 billion in 1953. Man- 
ufacturers’ new orders are expected to 
decline from the $283.3 billion level re- 
corded in 1952 to about $278.3 billion in 
1953. The backlog of unfilled orders held 
by manufacturers is also expected to de- 
cline to show a reduction from the $72.5 
billion existing at the close of 1952 to 
about $65.8 billion at the end of 1953.” 


FOREIGN TRADE 
“Exports of $15.2 billion in 1952 ex- 
ceeded imports of $10.7 billion by $4.5 
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Memo to clients 


Here is the ad whose appearance has caused so 
much comment in the advertising press and 
among advertisers and their agencies. 


We thought you might like to read the com 
plete text and see exactly what it says. 


We still stand four-square behind its view— 
point—and, from our analysis of the comments 
made about it, feel most of our business 
friends do, too. 


If you'd like to comment, we'd be delighted 
to have you do so. 
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Are you expecting 
too much from your 
advertising agency? 


Of recent years, much has been said 
and written of the decline of great 
creative names in advertising—the 
so-called (and rightly so) ‘‘copy gen- 
iuses’”’ who had an inborn knack of 
coming up with ideas and copy mes- 
sages that swayed great masses of 
people. 

The disappearance of these indi- 
viduals has been attributed to the 
fact that, today, advertisers demand 
of their agencies so many different 
kinds of services that the develop- 
ment of great creative talent has 
been, to some degree, neglected. 

Because, however, the basic func- 
tion of advertising is still to transmit 
a powerful selling message— whether 
in newspapers or magazines, on bill- 
boards, or over radio and TV—excep- 
tional creative talent still commands 
top salaries and the search for it con- 
tinues ceaselessly. 


If you are an advertiser, it is en- 
tirely possible that—by demanding 
too much of your advertising agency 
—you may be impairing its chief 
function to you: the creation of com- 
pelling sales messages. 


MANAGEMENT 


Actually, many problems brought 
before an advertising agency might 
better be referred to a firm of manage- 
ment consultants. Because, however, 
the average advertising agency is 
sincerely interested in being helpful 
to its clients—and because it realizes 
that, when sales drop or profits 
dwindle, advertising is first to suffer 
—most agencies have sought to help 
solve these problems at a great sacri- 
fice in their own net. 


The really wise executive is careful 
to keep the various service organiza- 
tions he appoints busy ‘“‘at their own 
knitting”. He is conscious of the fact 
that when he demands, for example, 
too much of his advertising agency 
he may be impairing the basic func- 
tion for which he appointed it: the 
transmission of a cogent sales message 
to his most logical market. For prob- 
lems involving extensive market re- 
search, distribution, sales organiza- 
tion, selection and development of 
executive personnel and so on, he 
quite frequently, properly and profit- 
ably calls in a management con- 
sulting firm. 


BRUCE PAYNE & ASSOCIATES, INC. 


CONSULTANTS 


Westport 1, Conn. « CApital 7-6000 


Boston * Chicago * Atlanta * Rio de Janeiro 


BUSINESS SURVEYS AND MANAGEMENT AUDITS 


ORGANIZATIONAL PLANNING—PERSONNEL AND LABOR RELATIONS 


MANAGEMENT CONTROL #« MANUFACTURING METHODS ¢ SALES MANAGEMENT 
OFFICE MANAGEMENT « MANAGEMENT OF INDUSTRIAL CONCERNS 
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billion. During 1953, we estimate that 
the export surplus will be reduced to 
about $2.9 billion, resulting from exports 
of $13.9 billion and imports of $11 billion.” 


MONEY IN CIRCULATION 
“We expect this figure to be $31.8 bil- 
lion by the end of 1953, compared with 
$30.4 billion at the end of 1952.” 


BANK LOANS AND INVESTMENTS 

“An increase to $81.9 billion is forecast 
by the end of 1953, as compared with 
$78.5 billion at the close of 1952.” 


CORPORATE NET EARNINGS 
AFTER TAXES 
“We expect that they will total about 
$19 billion for the year 1953, as compared 


with $17.9 billion in 1952.” 


CONSUMER CREDIT 
“We expect consumer credit to total 
$27.7 billion at the end of 1953 as com- 
pared with $25.7 billion at 1952 year end.” 


SAVINGS BY INDIVIDUALS 
“We expect them to rise to a new high 
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of about $200 billion at the end of 1953 
(they were estimated at about $193 bil- 
lion at the end of 1952).” 


CORPORATE DIVIDENDS 
“We expect that corporate dividend 
payments in the year 1953 will approxi- 
mate $9.4 billion, as compared with $9.1 
billion in 1952.” 


What Are Publishing Properties Worth? J. K. Lasser 
Discusses Formula for Determining Market Values 


J. K. Lasser, head of J. K. Lasser & 
Co., New York, noted accountant and 
tax authority who does a great deal of 
work in the publishing field, assembled 
the data shown in the tables below for 
his own purposes. 

Believing that they might be interest- 
ing to AA readers, Mr. Lasser has au- 
thorized their publication. He says: 

“Publishers are constantly asking us 
to tell them the value of something they 
want to sell or buy. Or they may be inter- 
ested in knowing the value of what they 
own. So we annually have to get, first, 
the way the market determines the stocks 
that have some sale to the public. 

“To do that, we assemble the records of 
all publicly traded publishing companies, 
showing the sales and earning trend, as we 
do in the accompanying table. We break 
these up into magazine companies, book 


companies, and those with combined 
operations. Interesting to report here is 
this: 

“In 1952 the great growth in sales was 
in the combined groups—those with both 
book and magazine operations (McGraw- 
Hill and Holt). The balance of the pub- 
licly traded companies had sales growth 
running all over the lot. We arranged the 
companies on the chart in the order of 
dollars of sales. 

“Increase in net after taxes follows no 
pattern at all. Some lost ground. Some 
gained. The second group in the table did 
best (as a group). 


s “Now take a look at the second table. 
Here are the prices the stocks of these 
companies sold for and the earnings per 
share of stock. Then comes our analysis, 
seeking to determine: 


“1. What tangible assets (everything 
other than good will or similar items) 
are in this market price? 

“2. What is the relation of the market 
price to the earnings? 

“3. What then is being paid for the 
earning power—as contrasted with what 
is paid for the tangible assets? 


s “Take Time Inc. as an example: You 
paid 32% for the stock at the end of 1952. 
That gave you $17.18 of tangible assets 
(cash, receivables, inventory, etc.—less 
all debts and all preferred stock). The 
price was 8.2 times the earnings in 1952. 
Of the price of 323%, we found that $15.20 
was paid for earning power and $17.18 
went for tangible assets. 

“Sometimes you bought stocks and 
paid nothing for earning power—as in the 
cases of Crowell-Collier, McCall, Conde 


Nast, Esquire and Macmillan. That means 
your investment was entirely covered by 
the assets of the company. 

“Getting down to the real purpose in 
making this tabulation—finding what 
values we should put on our publishing 
properties, we believe that these ‘rules’ 
come out of the tables as a guide to us 
in evaluating publishing properties: 

Publicly traded companies are worth 

about eight times 1952 earnings... 

assuming that tangibles are about 
half of the price so secured. 

Private companies should therefore 

be worth somewhat less—since the 

stock cannot be easily traded. 

“There’s a crude rule of thumb. We’re 
using it every day here in talking with 
people about their values. But don’t for- 
get that old saw—circumstances alter 
cases.” 


Sales, Earnings, Etc., for Magazine and Book Publishers Whose Stock is Openly Traded 


(000 Omitted) 
$ Net Worth, Excluding Good Will, Number of Shares of Com- 
$ Sales $ Net Profit after Taxes Intangibles and Preferred Stock mon Stock Outstanding 
(A) MAGAZINE CORPORATIONS 1952 1951 % Change 1952 1951 % Change 1952 1951 % Change 1952 1951 
eS ee eee rer ere $156,786 $149,572 4.8 $7,751 $7,287 6.4 $33,516 $30,117 11.3 2,866 M 2,722 M 
Curtis Publishing Co. ............ 129,765 122,806 §.7 4,404 4,850 ( 9.2) Cannot be determined — 3,457 M 3,457 M 
Crowell-Collier Publishing Co. . 68,067 66,903 1.7 77 857 (91.0) 15,660 16,049 ( 2.4) 1,551 M 1,551 M 
McCall Corporation .............- 43,567 39,909 9.2 1,317 801 64.4 14,252 13,668 4.3 610 M 610 M 
Meredith Publishing Co. (FY 6/30) 33,198 28,796 15.3 2,938 2,934 P| 12,489 12,110 3.1 645 M 645 M 
The Conde Nast Publications Inc. . 22,584 22,372 1.0 910 1,386 (34.3) 11,080 10,773 2.9 1,005 M 1,005 M 
Macfadden Publications Inc. ...... 15,089 14,036 7.5 281 225 24.9 None — 267 M 269 M 
Esquire, Inc. (FY 3/31) .......... 14,918 14,645 1.9 260 425 (38.8) 4,027 3,938 2.2 458 M 465 M 
I al ING © 5 a cide od 4. Wo wisi ogse-ce 10,983 9,793 12.2 672 770 (12.7) 5,807 5,545 4.7 411 M 411 M 
The New Yorker Magazine Inc. .. 9,557 8,526 12.1 582 543 7.2 2,866 2,722 5.3 266 M 266 M 
(B) BOOK COMPANIES OR COMPANIES WITH BOOK 
AND MAGAZINE DEPARTMENTS 
McGraw-Hill Publishing Co. Inc. . 62,345 53,149 17.3 3,273 2,827 15.8 12,630 10,836 16.6 442 M 445 M 
Book of the Month .............. 16,066 14,077 14.1 933 937 ( .4) 4,896 4,863 BY 900 M 900 M 
Macmillan (FY 4/30) ............ 11,986 12,004 ( 2) 646 537 20.0 5,572 5,206 7.0 281 M 281 M 
Henry Holt & Co. Inc. ............ 6,732 4,436 49.5 267 109 145.0 586 441 32.9 185 M 179 M 
PCE cocceceseeceecveres Not available — 1,231 1,146 7.4 4,834 7,067 (31.6) 962 M 962 M 
( ) denotes red figures 
Relation of Common Stock Prices at the End of 1952 to Earnings and Tangibles 
Price-Earnings Ratio 
per Common Share 
Earnings per Net Tangibles 1952 Price 1952 Price to Balance of Price 
Stock Price at End of Common Share per Common Share to 1952 1951-1952 Attributed to Earning Power 
(A) MAGAZINE CORPORATIONS 1952 1951 1952 1951 1952 1951 Earnings Earnings End of 1952. End of 1951 
eer er $32 % $31 %4 $3.97 $3.73 $17.18 $15.43 8.2 4.2 $15.20 $16.32 
Curtis Publishing Co. ............ 7% 6% 43 54 Cannot be determined 16.9 7.5 a onnsnaa 
Crowell-Collier Publishing Co. .... 1% 10 4% .05 55 10.10 10.35 157.5 13.1 Market below book value 
McCall Corporation .............. 18 \% 17 \& . 2.16 1.31 23.36 22.40 8.6 5.3 Market below book value 
Meredith Publishing Co. (FY 6/30) 31 % 32 4.55 4.55 19.36 18.78 6.9 3.4 12.02 13.22 
The Conde Nast Publications Inc. . 71% 10 \& 91 1.38 11.03 10.72 8.1 3.2 Market below book value 
Macfadden Publications Inc. ...... 8 % 7% 73 Al None 11.5 7.0 8.38 7.75 
Esquire, Inc. (FY 3/31) .......... 5% 4% 57 92 8.80 8.47 9.2 3.5 Market below book value 
OO, TE, ko 00s cba eneecens 17% 15 % 1.64 1.87 14.14 13.50 10.7 5.0 3.36 2.00 
The New Yorker Magazine Inc. .... 17 14% 2.19 2.04 10.78 10.24 71.8 4.0 6.22 3.89 
(B) BOOK COMPANIES OR COMPANIES WITH BOOK 
AND MAGAZINE DEPARTMENTS 
McGraw-Hill Publishing Co. Inc. . 53 39 % 7.40 6.35 28.56 24.36 7.2 3.9 24.44 15.14 
Book of the Month ..............5 11% ll 1.04 1.04 5.44 5.40 10.8 5.4 5.81 5.60 
Macmillan (FY 4/30) ............ 19 % 16% 2.25 1.86 19.86 18.56 8.7 4.7 Market below book value 
Henry Holt & Co. Inc. ........... 1% 7% 1.20 45 3.17 2.47 6.6 4.8 4.71 5.03 
Prentice-Hall ....cccccccccvveses 10% 10 % 1.28 1.19 5.02 7.34 8.2 4.3 5.48 3.16 
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Just how hot is Nation’s Business? ... Not hot enough to call out the fire depart- 
ment, but hot enough so a few dozen lines of typewriter type in a recent issue, offering a 
baby library of 17 volumes of economics at $6.00 per set, brought back $3294 worth of 
orders from business executives. Sellers of calculators, unit heaters, mailing machines, 
check-writers, postage meters, sprinklers, insurance, paint, roofing, paper, wash foun- 
tains . . . tell us NB sparks more inquiries at lower cost than any other news or manage- 
ment magazine. Write for names and costs . . . Nation’s Business, Washington 6, D. C. 


mass coverage of business management 


NET PAID ABC — 12-31-52— 800,880 
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The Eye and Ear Department... 


The Godfrey Touchstone 


Most of the columnists have taken note 
of the fact that Godfrey is back and, 
while it is no longer news, it represents an 
event of some kind, a phenomenon like 
the return of spring. You can kid about 
Godfrey, you can feel about him as you 
feel about Oscar Levant, but you can’t 
deny him. Trendex gave his first pro- 
gram the highest rating on share-of- 


audience. 
Considering the tremendous following 


that Godfrey has built, and the intense 
loyalty among his audience, you wonder 
why the networks spend so much time 
and money attempting to develop new 
comedians—like Larry Storch. You won- 
der why they don’t snoop around places 
other than Toots Shor’s and “21” on the 
lookout for some pleasant looking guy or 
gal who has a knack of talking, who makes 
friends easily and has a wide circle of 
them, and who manages to interest peo- 
ple with what he says. There are such 
individuals—and they don’t necessarily 
play the ukulele. 


s Godfrey’s stock in trade is not a pro- 
fessionally developed technique for sing- 
ing a song, playing a piano, doing a tap 
dance or delivering a gag line. All he does 


Tips for the Production Man... 


is give of his rough hewn but highly lik- 
able personality. He shows you how he 
can dive into a pool. He exhibits his legs. 
He demonstrates a snorkel swimming de- 
vice. And he does all this in the most 
bumbling fashion possible. It’s part of 
his charm. But you get the instinctive 
feeling he is not playing for applause. He 
is visiting with you and trading human 
experiences. You feel that if television 
were a two-way affair Godfrey would 
make as good a listener as he is a talker. 

He tells you he thinks “I Believe” is 
the most beautiful song ever written. He 
tells you the power went off in his pump 
room (on his Virginia estate) and he 
missed Julius singing it. He tells you you 
think a lot lying in a hospital bed, you 
examine what you believe. He tells you 
he believes in God and the goodness of 
people. When he says this, you think of 
all the intellectuals Murrow has inter- 
viewed, asking what they believe. You 
can’t remember one who started off by 
saying what Godfrey said. They were 
being sincere but professional in stating 
their beliefs. Godfrey was just being hu- 
man. 

That's the Godfrey touchstone—and TV 
could use more of it. 


Any Color So Long as it's Red 


By Kenneth B. Butler 
(Mr. Butler is head of the Way- 
side Press and of Kenneth B. Butler 
& Associates, Mendota, Ill.) 


I have been thinking quite a bit about’ 


an article written by an artist several 
years ago in which he looked with scorn 
on the prevailing use of red as a second 
color in two-color printing. I have been 
trying to decide whether he is right or 
wrong. 

I think he’s wrong, but I won’t put 
it quite that bluntly. I have great affec- 
tion for off-shades such as coral or very 
light magenta ... for sea-foam greens and 
luggage tans. Yet we are thinking of red 
as a second color for advertisements, 
posters and promotion literature where 
we want strength, guts and contrast with 
black. 


@ It’s hard to beat red for this purpose, 
and apparently the nation’s army of ad- 
vertising people think so, too, for it is 
the most-used second color. 

The trouble with the corals and yel- 
lows and pale hues is that, layout-wise, 
their use is special. They cannot be used 


Employe Communications... 


for headlines or type, or for use with 
printer’s rules or line drawings or half- 
tones. Their use is limited pretty much 
to tint blocks and vast over-all color 
effects. 

Red is our strongest color, and it lifts 
out whatever is printed in it. It is suit- 
able for type, line work, printer’s rules, 
and occasional halftone printing. 

Red is also a wonderful second color 
when used with, for example, a strong 
dark blue as a second color replacing 
black. 

Over the years I have tested varying 
shades of red ink. Where I have a choice 
I have settled on an orange-hued red, as 
having more life and greater contrast 
against not only black but also against 
white paper. Some call this tomato red, 
as distinguished from fire engine red or 
flag red, which are somewhat darker. 
Even crimson, which contains much blue, 
is not as effective as a stronger red, a 
fact which gives editors of college pub- 
lications whose colors are crimson quite 
a headache. 

Yes, I’m for red ...in lipstick, convert- 
ibles, and advertising with a punch. 


. The Obit for the Employe Paper 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own consulting organization 
in employe relations.) 

A few weeks ago the chairman of the 
board of a large company died. He was 
in his 80s, and remained active until just 
a few days before he passed away. He 
had risen from somewhere below the bot- 
tom rung of the ladder, and had worked 
hard to make his goals. He was jolly, 
overweight, full of hobbies and practical 
jokes, and was loved from one end of his 
national organization to the other. 

The editor of the company journal for 
employes, hemmed in by the awed and 
tearful members of the upper echelon, de- 


voted a full issue of the magazine to the 
departed official. From the Stygian black- 
ness of the borders on the front cover to 
the last drab tribute on the closing page, 
it was an avalanche of maudlin journal- 
istic slop. Official after official paid 
tribute to the departed executive in lan- 
guage that was frigidly formal. If they 
loved him, they concealed it well. 


® The lamented subject of this maga- 
zine’s particular issue was, in life, a great 
guy. He had done much to make his com- 
pany large, prosperous and respected. He 
had brought along with him many prom- 
ising young people, who matured and 
moved into big, important jobs. He cre- 


ated health and welfare programs for em- 
ployes. He held stockholders’ meetings so 
warm and friendly that some thought 
them spectacular. He went to company 
picnics, and ate hot dogs in his shirt- 
sleeves. None of these matters was men- 
tioned in the heavy-handed obituary 
columns which adorned the company pa- 
per. If one was mentioned, it was de- 
scribed in language so fearful and 
forbidding that no reader would have an 
idea what the author was attempting to 
describe. 


s This company publication’s special is- 
sue could have been a masterpiece, an in- 
spiring and enduring monument-in-print 
to someone everyone wanted to remem- 


Advertising Age, August 17, 1953 


ber. But in the clammy corridors where 
the executive decisions are made, the 
word went out that all must be awesome. 


s One might expect, from the employe 
paper of a great metropolitan newspaper, 
specimens of the journalistic treatment 
recommended here for an obit, and one 
would not be disappointed. In “Times 
Talk,” for example, which is the monthly 
employe paper of the New York Times, 
affectionate and readable tributes appear 
in an obituary department called, simply, 
“I Worked with Him.” It is free of black 
rules and maudlin tears, and the authors 
seek to tell about their subjects the rich 
and fruitful incidents that friends would 
want to remember. 


Jacquet Cochran, / first woman to fly 
faster Sau the speed 
of vownd, devgucd 


aa Gp eenin Aaa ties 


Marys 


Gelbtves tapers bn oan mv eneoas GauvSGLLSD GY TUE MAGUIETURTR. Te SAVE OUR CUSTORMEAG AT LEAST On POR Calta 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising who was at one 
time advertising manager of Mar- 
shall Field & Co.) 


I have covered the merchandise illus- 
trations in this ad. The ad’s area is about 
155 square inches. Covering the mer- 
chandise illustrations (eight items) will 
cause you some trouble in trying to find 
out what the ad is all about, though they 
occupied something less than nine square 
inches—about 6% of the space. 

The heading reads “She travels fastest 
who travels with Jet flight.” Taking al- 
most half a page in the New York Times 
to tell that story suggests the story must 
be important to the store to tell. But I 
can’t figure out why. It’s true... hardly 
debatable. Not particularly provocative. 
To whom is the ad talking? 


® Copy starts out: “Jacqueline Cochran 
is the first woman to fly the sonic bar- 
rier and break the speed of sound. She 
holds all the international men’s speed 
records for propeller driven planes 
around closed courses. Who could pos- 
sibly know more about what the modern 
woman on the go needs when it comes to 
traveling? The answer is no-one [sic]. 
That’s why her Jet Flight luggage is the 
biggest thing to hit travel since the 
wheel.” 

If that isn’t a champion non sequitur! 
To say nothing of a champion white lie! 
What did the mothers of such people 
teach their children? 

On the basis of this argument Bill 
Vukovich, the winner of the 500-mile 


Memorial Day automobile race should be 
the best designer of men’s luggage in the 
world (unless the male who holds the Jet 
Flight speed record can design better 
luggage—which unquestionably he can, 
since he travels so much faster.) 

If this store bought this ad to adver- 
tise Jacqueline Cochran, I think they 
did a good job. If they bought it to sell 
luggage, wouldn’t they have done better 
to come up with a selling idea that 
would sharpshoot prospects? 

I suggest to copywriters (of whatever 
age and experience): “Imagine on the 
foreheads of your prospects two ques- 
tions: ‘Are you talking to me? What are 
you trying to say to me?’” 


s A matter of hours or days after this ad 
appeared, I think most of the richly re- 
ceptive prospects in New York for lug- 
gage, despite the “questions” on their 
foreheads, must have gone on their ways 
without this ad having answered them. 
That means the ad could not conceivably 
have produced maximum response. 

I do not know, but I would guess that 
it is ads like this that must cause smart 
ad executives to wish they could work in 
small stores where they could reasonably 
expect to see and approve all ads: 

Should I repeat that the “creative” 
people who miss their targets are not in 
my opinion so much to blame as top store 
managements. Intelligent, talented peo- 
ple who have not been prepared academ- 
ically by their stores to be effective, will 
naturally try to be creative. The abyss 
between creativeness and effectiveness 
can swallow up tons of money—and fab- 
ulous selling opportunities. 
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Ex-Sen.Moodyand | 


| 


Group Plan Daily | 
Detroit Newspaper 


Detroit, Aug. 11—Rumors that 
ex-Sen. Blair Moody will bring out 
a new morning newspaper in De- 
troit seem well founded. It’s a 
foregone conclusion that, if he 
does, it will be strongly Democratic | 
to compete with the staunchly Re- 
publican Free Press. For that mat- 
ter, Detroit’s two afternoon pa- 
pers, the News and Times, are also 
Republican papers. 

Last week it was revealed that 
the former Democratic senator and 
a group including other well- 
known .Democrats has _ leased 


Roger L. Stevens, Detroit and Ann 
Arbor, a principal owner of the 
|Empire State Bldg. and Boston and 
Seattle shopping centers; Dwight 
L. G. Palmer, New York, president 
/of General Cable Corp.; Mrs. Jane 
‘Briggs Hart, wife of Philip A. Hart, 
legal adviser to Gov. Williams, and 


Max Oxnos, Detroit department 


‘store owner and prominent Dem-— 
ocrat. 


a If the new group puts out a 
daily 


probably would start out as a> 
tabloid, according to the best in-| 


formation, and become a full-size 
newspaper by the time of the 1954 
elections. It would compete first 
of all with the Free Press, largest 
/morning daily in the state. The 


in the morning field, it! 


Knight, who also owns the Chicago 
Daily News, Akron Beacon Journal 
and Miami Herald. 

The Free Press is now installing 
about $3,000,000 in new presses, 
etc., in a bid to take over circula- 
tion leadership from the Detroit 
News. In their latest ABC reports 
for March, the News had a daily 
circulation of 450,000, the Times 
402,000 and the Free Press 394,000. 


Kirane Joins White Sewing | 
D. A. Kirane, formerly sales. 

manager of National Sewing Ma- 

chine Co., Belvedere, IIl., has | 


Files for TV in Buffalo 


_ A new company, Great Lakes 
Television Inc., has filed incorpor- 
ation papers in Buffalo, with the 
stated object of operating a TV) 
station reportedly in the Buffalo 


area. Approval of the Federal 
Communications Commission is re- 


47 


ey has been named production 


quired. Capital has been listed at, 
$250,000. Robert W. Marshlow, at- 


torney, was listed as an incorpora- 


,tor. Names of the principals were 
not disclosed. 


Pershall Co. Names 4 Execs 


French L. Eason, formerly as- 


joined White Sewing Machine sociated with Foote, Cone & Bel- 
Corp., Cleveland. For the present, ding, has been appointed an ac- 
Mr. Kirane will be on special as- | count executive of J. R. Pershall 
signments under the direction of Co., Chicago. Worley J. Williams, 
S. A. Small, v.p. in charge of) previously art director of M. A. 
White’s department store and' Hanna Co., will serve as an ac- 


Michigan Rotary Printing Co. for, Free Press is owned by John S. 


wholesale division operations. 


|count executive. John (Tom) Dew- 


manager. F. Shane O’Neill has been 
placed in charge of the New York 
office. 


union aveste «4 eee co. 
TRENTON 


JRE 


15 years, with an option to buy.) | 
This company now prints several 
weekly newspapers. The plant is 
equipped with enough linotype. 
machines, stereotype equipment. 
and presses to turn out a 48-page_ 
daily newspaper. | 
s Mr. Moody served in the Senate | 
more than a year when Michigan’s 
Gov. Mennen Williams appointed 
him to fill out the unexpired term 
of the late Sen. Arthur Vanden- 
berg. Mr. Moody was . defeated 
when he ran for election in 1952. 
His friends have known for some 
time that he itched to get into the 
newspaper field here. Some quote 
him as saying that as soon as he 
could line up $10,000,000 he would 
launch out as a publisher. Appar- 
ently, he has the $10,000,000. 

Mr. Moody isn’t saying what he 
plans to do with the press his syn- 
dicate has leased, but one investor 
said, “My money went into the 
project as an investment in a pro- 
fitable printing establishment, and 
my understanding is that the pro- 
posed newspaper will be a separ- 
ate corporation.” He asked that his 
name be withheld. 


# One member of his syndicate is 
William J. Scripps, member of the 
family long associated with the 
Detroit News. In recent months 
there have been repeated rumors 
that the Scripps interests are on 
the decline at the News and the 
family name will eventually dis- 
appear from the operation. 

Other investors in the syndicate 
include Robert A. Straus, former 
owner of station WOR, Newark; 
Mrs. Paul G. Hoffman, wife of the 
chairman of Studebaker Corp.; 


This is the ONE 


magazine in America 


‘that completely DOMINATES 


the active NEGRO market! 


Your advertising agency can 
tell you why! 


Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, III 
New York Office 55 West 42nd Street 
Otfiee 27 Wilsbice Bled 
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HOME OIL CO. 


...a new the cory We secouls 


40 tires a minute, 58,000 every day, 21 million 
a year! That’s tire volume through service 
stations! 

More replacement tires are sold through the 
nation’s 200,000 service stations than through 
any other sales outlet. 

Whose tires are being sold in such volume? 
YOURS? Your batteries, your accessories? 

Are you getting your share of this service 
station TBA* business? Know how to get it, 
where to start, who has to be sold? 

There’s a particularly effective method of 
soliciting this business ... an inside track to the 


men who decide what TBA items shall be sold. 

You can reach the decision-makers in oil 
jobber organizations and major oil companies 
through National Petroleum News. These men 
read NPN to get latest marketing and merchan- 
dising news every week; renew their paid sub- 
scriptions at the rate of 84.5% each year. Your 
direct approach is through the pages of Nationa! 
Petroleum News! 

To announce, introduce or promote TBA 
products, your first logical advertising step is a 
program in National Petroleum News... the 
oilman’s magazine for 44 years! 


*TBA is the oil industry's designation for Tires, Batteries and Accessories —AND NPN sells TBA! 


NATIONAL PETROLEUM NEWS 


A McGraw-Hill Publication 


Publishers of the onete 


Annual TBA Directory @: 


& Buyer's Guide 


Publication offices: 1213 West 3rd Street + Cleveland 13, Ohio 
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PHOTO REVIEW 
OF THE WEEK 


CLIENT ASSEMBLY—Alan Cameron Co., Oakland agency, staged ern Family; Mr. Cameron; Vao Cheney, president of Chip Steak; 
an all-day meeting of grocery representatives for its client Chip Del Rainer, Cameron Co.; Jerry Hecker, general manager of 
Steak Co. and then decided to include some of its other clients Trader Vic's Food Products Inc., and Ed de St. Maurice, art di- 
in on the festivities. Left to right above are Bob Weinmann, West- _ rector for the agency. 


TALENT PROMOTERS—Fred Allen (left) looks pleased as Syde Eiges (center), NBC 

v.p., and James Nelson, NBC advertising manager, discuss plans for getting his new 

show, “Judge for Yourself,” off to a flying start. The telecast, sponsored by P. Lor- 
illard Co., New York, will have its premiere Aug. 18. 
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BUS ADS FOR CARS—Packard Motor Car Co. dealers in the New York area are 

using transportation advertising as a major part of a current promotion which DUBIOUS—Despite their dubious looks, the two men at left NBC's western division; Harry Witt, Calkins & Holden, Carlock, 

includes newspapers, radio, TV and direct mail. Philip Everest (right), v.p., Trans- were enthusiastic about NBC’s report on the impact of TV on McClinton & Smith; Hal Rorke, Glasser-Gailey Inc., and Jack 

portation Displays, presents the first Packard subway card to Clyde Evans, New York brand switching, presented at a luncheon in Los Angeles recently. | Runyon of Biow Co. The NBC study showed that TV viewers tend 
zone manager for the automobile manufacturer. Left to right are Lewis S. Frost, director of public relations for to switch and stick to brands advertised on TV. 
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FETE IN ADVANCE—National Doughnut Month will be 25 years _ilyn Wright blow out candles on a papier mache doughnut are : : : , 
old in October, but these ~sh wt Corp. of America executives Jerry McCarthy, assistant sales manager; J. |. Sugerman, ad SCOUT SPECIAL—Eagle Boy Scouts attending the national scout jamboree in New- 


: ‘ é . : ‘ . . port Beach, Cal., were scluted by this giant full color eagle. The bird, 38’ wide and 
staged an advance celebration at a sales meeting. Helping Mar- manager; David Leavitt, president; Elmer Simonyi, sales manager. 21’ high, was donated by Richfield Oil Corp. and put up by Pacific Outdoor. 
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PLANNING WORKSHOPS—The Chicago Federated Advertising Club fall workshop Claver; Bob Lavidge, Elrick-Lavidge & Co,; Jane Finegan, J. R. Pershall Co.; CFAC POINTER—Silk-screened four-color roadside 
series on advertising sponsored jointly with the Women’s Advertising Club of Chicago chairman Frank Ewing, Fensholt Advertising Agency; co-chairman Genevieve Raymond, ond building signs like this in 3x5° and 
will begin Sept. 28 with nine clinics. Shown here at a discussion of plans are members Montgomery Ward & Co.; CFAC executive secretary Don Collins; Kay Wilcox, Mr. 2%ax4" sizes are being made available at 
of the education committee. Left to right: Ruby Anderson, WGN; Clare Clowes, Chi- Collins’ secretary; Raymon Wall, Illinois Tool Works; Henry Crawford, J. Walter cost to distributors by Pabst Sales Co., Chi- 
cago Daily News; Bob Claver, Herbert S. Laufman & Co., representing Mr. Lavfman, Thompson Co., and Geerge Bushnell Jr., Tathom-Laird. The theme of the clinics will cago. They are made by Grace Sign & Mfg. 
whe was absent but who will work on one of the clinics with the assistance of Mr. be “Advertising in @ War-less Economy.” Co., St. Louis, on Masonite hardboard. 
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‘many families here have television 


Advertising Age, August 17, 1953 


80% Own TVs 
in Cleveland, 
Utility Finds 


Study Shows 97% Own 
Radios, But Only 0.6% 
Have Air-Conditioners 


CLEVELAND, Aug. 11—Almost as 


sets as own vacuum cleaners. And 
the TV receivers are more popular 
than telephones with lowest in- 
come families in the Cleveland 
area. 

The comparisons are revealed in 
a home appliance “saturation” sur- 
vey showing slightly over 80% of 
homes here now have the video re- 
ceivers. Cleveland Electric Illum- 
inating Co. made the study, con- 
sidered one of the most detailed 
ever made anywhere in the nation. 
The private utility assigned a team 
of market research workers to the 
northwestern Ohio area it serves. 

The results show, in contrast to 
early TV days, that saturation fol- 
lows income right down through 
the survey’s five income categories, 
the upper income group topping 
the list with 82.3% of these fam- 
ilies owning the see-and-hear ap- 
pliances. 


® According to Arthur J. Bazeley, | 
the utility’s market research su-| 
pervisor, the survey provides an_ 
accurate saturation study of all 
major appliances and most of the | 
minor appliances used by CEI cus- | 
tomers. The canvassers interview- | 
ed 8,259 of the electric company’s 
415,000 home customers in their 
carefully weighted sampling. 

Even in the lowest, fifth income 
group, 73.7% of the families have 
TV sets. Of these TV owners, 
11.5% have no telephones. 

The all-categories total—just 
over 80%—puts ownership of tele- 
vision close on the heels of vacuum 
cleaners, which are found in 86% 
of Cleveland area households. 

In typical upper-income suburbs, 
populated by the professional and 
executive class, about 12% of the 
homes have two or more TV sets. 


s Nearly 97% of the families in- 
terviewed have radios, with nearly 
46% owning two or more. More 
than 97% reported owning refrig- 
erators, 90.8% use electricity and 
6.8% use gas. About 18% of the 
refrigerators are 13 or more years 
old, about 21% 8 to 12 years old, 
while 60% have been purchased in 
the past seven years. 

Food freezers have made just a 
small dent in the Cleveland mar- 
ket—owned by 7% of the families. 
In the highest income group, 14.1% 
have food freezers. 

Clothes washers are used in 
90.1% of the homes surveyed— 
64.9% conventional models, 25% 
automatic. Dryers, just getting a 
laundry-room hold, have only a 
12% score. 

Dishwashers and waste disposers 
trail with marks of 4% and 4.9%, 
respectively. Only 0.6% of the 
householders interviewed reported 
owning air-conditioners. 


Figaro Uses TV, Paper Ads 


Figaro Co., Dallas, in promoting 
its barbecue products and sauces 
will utilize television programs and 
newspaper ads in Dallas, San An- 
tonio, New Orleans and St. Louis. 
Hepworth Advertising Co., Dallas, 
is the Figaro agency. 


WKLO-TV to O. L. Taylor Co. 


WKLO-TV, Louisville, DuMont 
Television and American Broad- 
casting Co. outlet, has appointed 
O. L. Taylor Co. to represent it 
nationally. The station expects to 
begin telecasting on Channel 21 in 
September. 


‘Companion’ Boosts Price | 


Effective with the October is-| 
sue, Woman’s Home Companion, 
New York, will increase its news- 
stand price from 25¢ to 35¢. New 
subscription prices will also go 
into effect shortly. Advertising 
rates, based on a guarantee of 4,- 
100,000, will remain the same, 
throughout the first six months of | 
1954. Publisher William A. H. 
Birnie said that “this policy is 
adopted at this time in order that 
the readers will bear their fair) 
share of increased costs.” McCall’s, | 
which recently announced a sub-| 
scription price increase, remains 
the only major women’s service | 
magazine still selling for 25¢ at 
the newsstands. 


Borden Buys Newscast 


Borden Foods Products Co., New 
York, has assumed sponsorship of | 
the Cecil Brown newscasts over 45 
stations of the Don Lee network. 
This covers the Monday, Wednes- 
day and Friday broadcasts one 
week and the Tuesday and Thurs- 
day broadcasts the following week. 
Featured products are instant cof- 
fee (Doherty, Clifford, Steers & 
Shenfield) and evaporated milk | 
(Young & Rubicam). 


- Fatima Cigarettes — | 
; for instance... 


“Total viewer impressions per week, ARB, July 1953 


and a solo product display without claiming shelf space. 
The calf that wanted Bosco was a potent reminder to 


Mrs. Shopper, charmed the actual Bosco consumers; and 


won Second Award, Floor Merchandisers, LNA Competition! 


Calf love story... 


BOSCO is not a big noise in supermarkets, but 
made its own breaks with this amusing wraparound 


that turns a self service cart into an island position 


put extra Bosco jars into many of the push carts, 


stepped up milk sales in the stores. And incidentally, 


@ Einson-Freeman has helped sell a lot of products 


in supermarkets...and the supermarkets like 


Einson-Freeman displays because they sell goods! 


No trouble to show samples... 


@ EINSON-FREEMAN CO., inc. 


Makers of displays that make customers! 
Starr & Borden Avenues, Long Island City 1, New York 
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| system, sponsored by the eailoae 


Frances Denney to Golovin 
Frances Denney, Philadelphia Hotel Assn., has named _ Koehl, | 

maker of toilet preparations, has|Landis & Landan, New York, to 

appointed Willard B. Golovin direct its advertising. 

Corp., New York, to handle its 

advertising. Previously, 

Rogers, Philadelphia, had the ac-| 


count. 
‘Union Co., East Paterson, N. J. 
Hotel Credit Names Agency __ He succeeds Walter Bruce, who has 
American Hotel Credit Corp., ‘resigned to join Robert A. Bories 
Greenwich, Conn., operator of a Organization, producer of pack- 
new nationwide hotel credit card | aged radio and TV shows. 


Fred DiMenna has been named 
advertising manager for Grand 


» 
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GOOD FOODS... properly appreciated, 


appetizingly styled and expertly photo- 
graphed in natural color 


CHARLES F KUONI STUDIO 
Cb Plotgraphy 


61 WEST ERIE CHICAGO 11 ¢ Telephone SU 7-4483-4 


Gray & Grand Union Names Ad Head 
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Sales and ’R Notions... 


_ Merchandising Devices 


! 
| 
J 
! 


| 


and crackers is what Schulze & coming to the aid of its audience 
Burch Biscuit Co., Chicago, claims with two unique publicity gim- 
for its latest product, Flavor-Kist | micks: a set of five plastic tees and 
American cheese crackers—and a new type of score card. Labeled 
the firm has gone all out to mer- “Replacum Divotum,” the tees are 
chandise the claim. |passed out in a kind of oversize 
As a result, buyers and grocers matchbook folder, generously ad- 
have been receiving “wedding” | vertised. The score card is a 50- 
invitations asking them to be “best | game graph plotted around a mid- 
'man” at the Flavor-Kist marriage. line score of 100, and labeled a 
‘As a followup they are getting “golf memory card.” 
“marriage” certificates and gift) 
boxes containing a carton of the, e How does Allis-Chalmers’ 
new crackers and a split of cham-| _world-wide advertising help its 
/pagne. When the certificate is un- distributors to sell equipment? 
_raveled, a newspaper ad reprint Where does an order originate? 
and its insertion schedule appear. These and several related mer- 
| _chandising questions are asked and 
|e Having decided, perhaps, that a “answered in a folder being mailed 
_good proportion of its readership to Allis-Chalmers overseas dis- 
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are better than one... 


SACHS Quality Stores of New York offered 
Chairs in Pairs . . . four colors, three prices... 
October 19, 1952, in a color page 

in the New York Sunday News Magazine 
(metropolitan circulation only, about 2,400,000) 
and sold 4387 chairs ... more than $90,000 worth! 


... Top price chairs led others two to one. 


®™ The same page, repeated November 30, 1952, 
again sold 4635. ..in excess of $90,000 worth! 


® Sachs Quality’s General Manager 


wrote: “Both advertisements proved again that 
New Yorkers respond in great numbers to good offers 


made by advertisers in whom they have confidence . . . 


and the Sunday News Magazine is 


medium for reaching most New Yorkers...” 


Sol Edelman 


a most effective 


. repeated on November 30 


® Could you use more business? Why not find more 


in New York?... Call any News office! 


220 East 42nd Street, New York City .. 


155 Montgomery St., San Francisco . . 


pentayd | The News New York’s Picture Newspaper 


with twice the circulation of any other newspaper in America .. . 


. Tribune Tower, Chicago 
. 1127 Wilshire Blvd., Los Angeles 


e A “perfect marriage” of cheese | consists of golfers, Newsweek is| 


WEDDING GIFT—Gift boxes like this, con- 
taining crackers and a split of champagne, 
have been going out to grocers and buyers 
to introduce Schulze & Burch Biscuit Co.'s 
Flavor-Kist American cheese crackers—the 
“perfect marriage” of cheese and crackers. 


tributors. With Time International 
a major overseas ad medium, the 
equipment firm uses a Time-style 
cover for its brochure. Time’s ad- 
vertising department is helping to 
publicize the mailing. 


NBC Radio Promotes McTigue 


John D. McTigue, of the press 
department staff of National 
Broadcasting Co., New York, has 
been designated as account ex- 
ecutive solely for radio network 
press activities. Mr. McTigue will 
report to Richard Connelly, NBC 
press director, but will confine his 
activities solely to the new NBC 
radio organization. All sections of 
the press department are placing 
emphasis on publicizing the ex- 
pansion of the separate radio net- 
work. 


Carlson Named Medal Winner 


Chester F. Carlson, attorney and 
physicist of Fairport, N. Y., on 
Oct. 21 will be awarded the Ed- 
ward Longstreth Medal by the 
Franklin Institute, Philadelphia, 
for developing xerography or “dry 
writing.” Mr. Carlson is a consult- 
ant for Haloid Co., Rochester maker 
of photographic papers and photo 
copying machines. 


Issues Confectionery Data 


The U. S. Department of Com- 
fersy has issued “Confectionery 
Sales and Distribution—1951,” cov- 
|ering operations of the industry in 
1951. For 25 years, the National 
| Confectioners’ Assn., Chicago, has 
‘sponsored and financially sup- 
| ported the department’s annual re- 
view. 


‘Higgons to Hicks & Greist 


| Robert H. Higgons has been ap- 
|pointed assistant account execu- 
tive for Hicks & Greist, New York. 
He had been advertising and sales 
|promotion manager for American 


Paper Goods Co., Kensington, 
| Conn., and previously was with 
| McCann-Erickson. 


sition, Conr 
Chicago, April 20-23 


EUREKA SPECIALTY PRINT 
SO7 ELECTRIC STREET, SCRAN 
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Advertising Pages 


es ——_—____—_. 
Jan.-July Jan.-July 


and Linage in National Magazines 


Official Figures for July and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to ApverTIsING AGE 


LIMeS 


Jan.-July 


| 
| 
} 
| 


July July July July Jan.-July | 
1953 1952 1953 1952 1953 1952 1953 1952 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly .......... 2.8 3.1 42.1 34.3 6,263 6,918 94,280 77,138 
*Christian Advocate ......... 13.7 13.8 136.4 160.4 5,675 5,722 56,421 66,433 
aren 81.8 100.5 736.0 887.8 55,650 68,322 500,328 603,534 
_ SAR err ar 63.7 59.7 531.1 540.7 27,313 25,581 227,736 231,885 
Se Se errr 11.6 10.2 124.0 104.7 11,563 10,705 123,970 109,899 
hao 6 diss Ros 6 cnkeed 233.6 209.1 2,350.3 2,135.3 158,737 142,106 1,597,459 1,451,699 
MR) Weia s staterka s 6 i.e a sebieaed 92.7 109.8 808.9 809.9 62,992 74,609 549,846 550,540 
ee 150.9 152.1 2,006.3 2,014.7 64,708 65,220 859,668 863,388 
Serre er 188.9 186.8 1,707.5 1,780.2 79,263 78,424 716,276 746,818 
*Presbyterian Life .......... 11.2 8.4 126.2 93.1 4,722 3,508 52,993 39,128 
Saturday Evening Post ...... 205.7 248.0 2,422.4 2,464.6 139,739 168,555 1,646,603 1,675,344 
*Saturday Review ........... 30.1 20.7 425.0 399.0 12,627 8,693 178,515 167,542 
re 44.8 42.9 193.7 206.5 48,596 46,516 210,205 223,950 
Rr eearre er 208.4 215.7 2,088.9 2,074.2 87,422 90,543 875,876 870,898 
U.S. News & World Report .. 196.5 161.8 1,471.2 1,273.1 82,466 67,924 617,488 534,393 
We ROU  addscaiaccsi 536.4 1,542.6 15,170.0 14,9785 847,736 863,346 8,307,664 8,212,589 
tTwo issues in July 1953; three issues in July 1952. {Five issues in July 1953; four issues in July 1952. 
Women’s 
American Family ........... 13.8 12.5 132.4 106.6 5,919 5,369 56,742 45,733 
5d dd dc ca one 29.7 26.3 265.9 254.7 12,733 11,258 114,018 109,118 
tEverywoman’s ............ 38.0 32.2 306.2 272.2 16,296 13,816 131,336 116,692 
SPU UE acticcceceses 55.3 44.8 454.6 424.1 23,732 19,182 194,963 181,743 
Good Housekeeping .......... 90.3 93.9 842.2 842.5 38,632 40,171 360,502 360,673 
*Holland’s Magazine ........ 10.1 10.0 112.8 128.4 4,342 4,293 48,401 55,065 
IR ian bb easde socedes 25.4 26.4 291.9 296.9 10,900 11,322 125,117 127,128 
Ladies’ Home Journal ....... 65.3 57.1 644.4 643.4 44,423 38,820 438,109 437,454 
McCall's Magazine .......... 52.1 39.4 484.4 485.9 35,438 26,772 329,342 330,354 
Parents’ Magazine .......... 40.7 38.7 423.3 408.5 17,443 16,592 181,249 174,986 
MR eu adbdeasad:0oe sis 38.8 40.2 646.0 612.9 26,361 27,321 439,091 416,741 
Today's Woman ............ 30.6 33.1 326.1 364.2 13,108 14,197 139,892 156,148 
*Western Family: 
Southwest Edition ......... 29.2 25.6 237.6 253.3 12,539 10,985 101,939 108,616 
#Mountain Edition ....... 25.5 21.1 212.0 210.6 10,957 9,033 91,013 90,346 
#No. Calif. Edition ...... 28.5 22.2 227.5 229.9 12,215 9,545 97,562 98,594 
#Northwest Edition ...... 27.2 24.6 228.0 232.7 11,657 10,534 97,830 100,314 
ee 46.5 50.0 446.4 486.9 19,909 21,448 191,288 208,454 
Woman's Home Companion .... 44.8 49.8 428.6 455.5 30,425 33,833 291,405 309,662 
TO WAU kcicccccscas 614.7 584.0 6,079.5 6,066.6 313,959 297,061 3,159,140 3,151,718 
tSee note at end of linage tabulation. #Not included in totals. 
General 
§*American Artist ........... — — 190.4 190.9 ee — 79,977 80,178 
*American Forests .......... 13.5 12.8 107.1 103.4 5,670 5,390 44,968 43,470 
American Legion ........... 16.7 14.5 141.5 124.8 7,011 6,104 59,505 52,471 
American Magazine .......... 18.6 18.8 177.3 197.3 7,806 7,871 74,498 $2,817 
EE A re 15.9 12.2 147.5 135.4 6,840 5,257 63,295 58,107 
SRO Pere Terre 15.7 14.6 170.3 166.8 6,615 6,132 71,459 69,989 
*Christian Herald ...... ire 20.6 22.8 250.0 271.7 8,854 9,800 107,216 116,591 
MEE PER EEE CERT 3.7 2.5 36.2 40.9 2,505 1,712 24,577 27,780 
MNT gdb gdsbks ede ci NTes 29.0 9.0 183.0 93.0 5,278 1,638 33,306 16,926 
DE. Sbd.c8%s6b sian’ 22.8 32.9 224.2 256.6 9,763 14,079 96,123 109,915 
*Eagle Magazine ............ 6.0 6.5 43.6 47.7 2,526 2,715 18,306 20,017 
. ._ Pe Are ee 52.4 60.7 402.3 391.3 35,600 41,290 273,554 265,857 
Elks Magazine —_................ 7.2 6.1 74.4 72.6 3,079 2,651 31,942 31,294 
NE ade SEERA G4 8 i SiS es 44.5 35.5 395.6 399.0 30,291 24,118 269,094 271,340 
PEED 46.6.0.4:54609.60.00%% 13.6 14.4 128.9 135.2 9,326 9,887 88,600 92,960 
RA Ea ere 16.8 17.3 157.5 160.7 7,193 7,395 67,466 68,750 
§*Grade Teacher ............ — — 183.5 220.3 — a 80.924 92,661 
Harper’s Magazine .......... 13.8 10.1 130.8 121.3 5,787 4,242 54,781 50,809 
EN CAG eakenascicaeewees 68.9 74.4 481.3 478.0 46,841 50,569 327,120 324,814 
*Improvement Era .......... 20.4 22.0 201.8 196.8 8,587 9,243 $4,782 82,627 
eT er — — 177.8 165.5 oo —- 121,589 113,258 
CHO WORE cic icccecess 74.7 67.7 711.5 649.5 43,904 39,812 418,326 381,858 
National Geographic ........ 24.7 26.9 309.5 283.9 5,859 6,401 73.595 67,514 
Our World «iw kc eee 27.0 24.3 190.1 198.3 18,327 16,521 129,262 134,835 
CE BS rene a cca seas 30.3 32.5 264.6 302.0 12,722 13,654 111,109 126,838 
re 9.8 13.4 127.5 146.2 4,183 5,756 48,731 56,573 
EE ke ed bea rkKewn< 6.2 ae ca oe 2.661 ee -_-— — 
Redbook Magazine .......... 16.0 19.1 129.5 144.6 6,846 8,203 55,555 62,007 | 
WR: thomavacie. dass BO-< 6.5 44 66.5 66.1 2,739 1,853 27,906 27,779 | 
CE Nd nedachasandad tac 12.1 12.3 52.7 46.5 8,144 8,282 35,439 31,181 
Town & Country ........... 44.3 42.4 419.6 436.1 29,722 28,477 281,693 292,828 
bi See re eC ee eee bia 20.8 20.2 240.9 218.8 8,942 8,674 103,440 93,981 
VR, titertacaseeserns 77.4 71.2 709.8 636.9 45,511 41,866 417.361 374,498 
Total Group ............. 743.7 721.5 7,227.2 7,098.1 396,471 389,592 3,775,499 3,722,523 
§Not published in July. 4Not included in totals. ||\July-August issues combined. 
Home 
American Home ............ 38.4 33.6 443.0 418.9 24,197 21,219 279,688 264,470 
Better Homes & Gardens .... 98.7 66.8 1,084.3 927.5 62,319 42,198 684,938 585,848 
*Flower Grower .......+.+6: 37.0 36.0 453.1 385.1 15,540 15,120 190,316 161,742 
House Beautiful ............ 48.0 39.8 762.4 719.6 30,297 25,121 481,400 454,354 
ey aererrr reer 45.5 33.6 596.9 584.1 28,738 21,195 376,854 368,691 
SO Seda cobs bnsawe tava 22.9 21.6 425.0 372.0 14,474 13,600 268,504 234,944 
Sunset Magazine ............ 79.8 82.0 832.4 684.8 33,523 34,453 349,616 287,650 
Total Group ........... . 370.3 3134 4597.1 4,092.0 209,088 172,906 2,631,316 2,357,699 
Fashion 
PE coda eeaceaes ved Sa 23.0 23.8 540.7 515.7 9,857 10,200 231,896 221,269 
RENE? a dichabebenvices 30.7 a.7 584.0 554.1 13,173 11,887 250,506 237,720 
Marper’s Garner 2. ccccsees 33.0 41.2 613.5 630.4 20,848 26,015 387.653 398,376 
Mademoiselle ...........+.- 23.0 20.5 518.0 521.6 9,912 8,794 222,275 223,790 
ere rrr eT 33.3 32.8 $28.6 826.7 21,043 20,717 523,572 522,314 
Te DOD knccicssaszes 143.0 146.0 3,084.8 3,048.5 74,833 77,613 1,615,902 1,603,469 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ....... 27.3 7.3 225.8 222.5 11,698 11,628 96,761 95,350 
Modern Screen ........... 30.4 29.1 231.0 237.8 13.015 12,489 99,134 102,110 
Screen Stories .......... : 25.4 24.9 187.6 192.5 10,886 10,703 80,472 $2,599 
Fawcett True Confessions—Motion Picture: 
Motion Picture ...... .... 25.8 26.6 181.6 198.2 11,093 11,410 77,990 85,056 
True Confessions ........ 29.5 31.8 220.4 243.2 12,667 13,609 94,549 104,343 
Hillman Women's Group ..... 9.3 8.8 70.2 77.1 4,013 3,808 30,248 33,195 
Hillman Romance Group ...... 4.0 3.7 42.9 38.9 1,723 1,579 18,414 16,690 
Ideal Women’s Group: 
Intimate Romances ........ 14.0 17.0 127.7 151.9 6,000 7,303 54,911 65,272 
CE Siete was cdbeake 15.2 17.8 127.6 136.6 6,542 7,670 54,888 58,710 
Movie Stars Parade ...... 15.3 17.8 127.8 136.3 6,577 7,670 54,965 58,605 
Personal Romances ........ 13.6 16.6 122.1 145.6 5,854 7,160 52,485 62,606 
§*Quality Romance Group .... a 5.0 30.0 25.0 — 1,890 11,340 9,450 
Sereeniand Unit ......0..6.. 15.7 24.7 135.6 174.5 6.728 10,594 58,164 74,884 | 
*Secrets Romance Group: 
Revealing Romances ....... 11.9 39 112.0 93.8 5,124 4,248 48,071 40,284 
CE vac ccdadaeconciva 15.0 15.6 141.8 131.5 6,439 6,706 60,850 56,412 
True Story Women's Group: 
SEED senccnvescecece 34.2 42.0 251.2 237.8 14.690 18,007 107,726 101,918 
Radio- TV Mirror ........ 22.8 30.1 157.0 162.7 9,783 12,866 67,290 69,714 
Teh GD cc ccccsess 24.9 30.7 173.5 169.5 10.695 13,139 74,427 72,669 
True Love Stories ........ 24.0 30.2 168.9 168.8 10,298 12,938 72,428 72,372 


lines 
ul 


—-—— -— ——Pages-——- - — 


July July Jan.-July Jan. July July duly Jan, -July Jan.-July 
1953 1952 1953 1952 1953 1952 1953 1952 
True Romance ........... 24.2 31.1 170.4 177.2 10,384 13,326 73,091 75,974 
_ & |. a ee eee 40.5 54.3 337.5 332.3 17,363 23,265 144,654 142,391 
. i reer 4230 4948 33426 3,453.7 181,563 212,008 1,432,858 1,480,604 


§Not published in July 1953. 
NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 
the group as a whole PLUS additional advertising carried by each individual publication. 


Business 
Business Week ............ 387.2 362.6 3,258.5 3,185.2 162,528 152,216 1,367,532 1,336,872 
Dun's Review .............. 55.5 466 511.3 4466 23,289 19,525 214,413 187,306 
*Financial World .......... 41.3 461 2789 2718 17,346 19,355 217,111 114,138 
Tn cach otiaeceiaaiie 25.6 231 2848 270.3 10,725 9,691 119,493 113,447 
NE ders fora i ee 98.0 92.0 977.8 870.3 61,936 58,144 617,938 549,998 
Modern Industry ........... 778 88.3 646.9 708.8 47,894 54,362 398,344 436,513 
Nation's Business .......... 29.4 249 267.4 229.9 12,585 10,673 114,512 98,429 

Total Group ............ 7id8 866836 «G2256 45,9829 336,303 ~323966 2,949,343 2,836,703 
Youth 
American Girl ......... 0.005 178 «621101398 ~~: 135.5 7,662 9,059 59,966 58,115 
ED feos adiccaeuses 16.5 171 £1478 128.7 11,259 11,632 100,596 87,582 
§*Child Life ............0. — a_ 11.3 13.8 as pate 4,895 5,928 
_ Sere 5.4 6.0 45.3 46.5 2,299 2,555 19,415 19,909 
§Scholastic Magazines ....... : es oe 182.1 167.2 a ae 76,473 70,205 

Total Group ...........0. 39.7 “G62 ~ 5263 ~ 4917 21,220 ~ 23,286 ~ 261,345 ~ 201,739 
§Not published in July. 
Magazine Linage Tren Figures in thousands 

WEEKLIES GENERAL 
1953 1953 
suty| 848 suty[ 396 | 
JUNE| 1.289 a sune[ 543 } 
1952 1952 
. = JULY 


WOMEN'S BUSINESS 
1953 1953 
suy[3i4 } | auey[336 _ 
sune[436_ || wune(aai | 
1952 1952 
Ty] 297 sury EEC 


Outdoor & Sports 


*American Rifleman ........ 54.5 49.6 362.1 358.8 23,370 21,285 155,287 153,941 
Field & Stream .....; Pawea a7 45.4 35.9 445.8 397.4 19,468 15,397 191,203 170,599 
*Fur-Fish-Game ............ 15.0 13.4 143.5 138.5 6,423 5,731 61,572 59,407 
*Hunting & Fishing ........ 19.0 17.5 175.8 202.0 8,137 7,512 75,391 85,798 
OO GO se ccsansevadee 43.6 37.7 445.8 390.5 18,709 16,164 191,184 167,526 
*Outdoor Sportsman ......... 11.7 10.5 81.1 82.1 5,005 4,505 34,811 35,243 
BONS: AGE ccicccsrcsvess 42.1 33.3 393.7 353.9 18,041 14,300 168,773 151,840 

FR IG: iii Vdesncksss 231.3 1979 2047% 19232 99,153 84,894 878,221 824,354 


Mechanics & Science 


Mechanix Illustrated ........ 56.9 58.6 546.4 525.1 12,742 13,126 122,394 117,612 
Popular Mechanics .......... 112.2 104.3 1,105.9 1,077.4 25,130 23,366 247,715 241,329 
Popular Science ............ 87.6 89.3 911.4 880.9 19,626 20,006 204,142 197,312 
t*Science & Mechanics ...... 74.0 56.1 371.7 275.3 16,580 12,558 83,262 61,670 
TH GUN. siidsvwiesess 330.7 3 2,935.4 2,758.7 74,078 69,056 657.513 617,923 
tJuly-August issues combined. 
Detective & Fiction 
Dell Men's Group ......... 12.6 15.4 116.6 139.3 5,414 6,611 50,179 59,922 
#{Macfadden Men's Group .... 43.8 29.4 402.6 177.5 18,789 12,613 172,799 76,140 
*Popular Fiction Group ...... 1L5 12.2 96.7 101.2 2,584 2,731 21,645 22,648 
*Thrilling Fiction Group ..... 9.5 13.1 79.6 103.3 2,131 ° 2,926 15,626 20,656 
ss ae ere 33.6 40.7 292.9 343.8 10,129 12,268 87,450 103,226 


#Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax added 
in March 1953. ‘ 


Farm 
¢Capper’s Farmer .......... 35.7 28.1 417.9 387.9 15,324 19,104 188,120 264,144 
+Country Gentleman ......... 54.2 54.5 656.4 614.8 23,247 37,072 294,200 418,187 
a ee ee errr: 64.2 56.6 669.4 662.2 27,537 24,258 287,064 283,852 
{§Farm & Ranch—Southern 

Aorledftarist oo cc ccccscese 32.1 24.7 309.2 257.3 13,807 16,771 132,610 174,718 
Progressive Farmer ........ 66.3 64.7 693.3 662.7 45,022 43,875 471,592 450,340 
Successful Farming .......... 51.5 60.0 624.6 672.0 23,179 27,010 281,003 302,282 


I reer ree 34.0 2886 33708 32569 Tae ile “168090 1654589 1,893,523 
+Changed from 680-line page to 429-line page in February 1953. {Changed from 680-line page to 429-line page in January 
1953. §See note at end of linage tabulation. 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers) 


tAmerican Weekly .......... 38.2 30.0 345.5 244.7 32,437 25,425 293,514 228,556 
Be Tee 36.3 32.8 329.1 235.2 30,849 27,880 279,555 199,598 
This Week Magazine ........ 54.0 51.3 490.5 426.8 45,872 43,539 416,705 362,999 

Total Group ...cccccccrees 1286.5 114.1 1,165.1 906.7 109,158 96,844 989,774 790,553 


+Changed from 1,000-line page to 850-line page on May 11, 1952. 


Newspaper Sections (II) 


(All other newspaper sections and comics) 


First 3 Markets Group ..... 31.0 19.9 259.3 173.6 26,347 19,850 220,399 173,250 
N.Y. Herald Tribune-This Week 24.3 15.0 267.6 215.8 20,644 12,751 227,558 183,159 
New York Mirror Magazine .. 22.0 23.8 291.2 258.7 21,551 23,359 285,326 257,194 
New York Times Magazine .... 649 55.9 1,189.7 979.1 55,185 47,523 1,011,281 832,137 
Puck—The Comic Weekly .... 9.2 9.2 81.9 92.5 17,469 17,600 156,404 176,751 
Total Group ......---0005s 151.4 123.8 2,089.7 1,719.7 141,189 121,083 1,900,968 1,622,491 


Changed from 1,000-line page to 850-line page in January 1953. |||Changed from 1,000-line page to 980-lime page 
in June 1952. ° 


All figures in the following groups were compiled by Advertising Age 
Comics Magazines 


éAmerican Comics Group: 


(Total, 2 Units) ....... ‘ 12.7 5.0 34.7 31.5 4,788 1,890 13,104 11,907 
BUG A cocescccess rrr 6.8 2.0 16.8 145 2,583 756 6,363 5,481 
BUA BS nvccsccvccssvvces 5.8 3.0 178 17.0 2,205 1,134 6,741 6,426 
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Advertising Age, August 17, 1953 


i iiccnapiaiegen a i See i 
a eer id o— ——Pages——___-—_- — —— ———\— Lines—__—- — 
Sa ae a oS -. -— dbo July July Jan.-July Jan.-July July July Jan.-July —_Jan.-July 
SArchie Comic Group ........ 6.5 7.5 21.0 26.5 2,457 2,835 7,938 10,0 7 Mechanizge Populaire ee | ee = = = = = — 
ge gd la 4 or = ry by a —— me : ana : S4 fepzeeneas 210 265 1715 1946 4,704 5936 38,414 43,568 
leason Comics ......... : } y , , : k ' endes’e least: 
National Comics Group: A ; 
(Total 2 Units) .......... 4.0 125 75.2 78.7 5,292 4,725 28,413 29,812 pe mad Sits ae elias ae ae —. a bea oane my ao 
Red  Ruvaeess00%s-0% 7.3 6.5 Wd 41.1 2,741 1,457 14,966 15,501 #*Austrian eo ker 30.0 ; 156.0 ; 5.460 4 28.392 . 
PME «dn evewewe she 6.8 6.0 355.9 38.0 2,552 2,268 13,454 14,319 Sy idalhgamacnemadienats 43.3 56.0 386.8 398.5 8.051 10,416 71.940 74.121 
Quality Comic Group ........ 6.0 4.0 42.0 30.0 2,268 1,512 15,876 11,340 NE . . ; ' ; : 
i MN Bid vac cveauxs 60.0 60.5 463.5 512.0 10,920 11,011 84,357 93,187 
§Standard Comics Group ...... 4.0 45 20.8 19.6 1,512 1,701 7,862 7,409 Danish 30.5 28.5 241.0 200.5 5.185 4,845 40.970 34 
9 NST . ' ? . ; i Y 035 
WT NE Nis ssc cececsis “00.0 “48 ~ 2700 “2581 “22680 “18459 “102110 ~ 97,701 re 10.0 6.0 61.0 410 1,860 1,116 11,346 7,626 
§July-August issues combined. #Not included in totals French (Belgium) ........ 42.0 44.0 314.0 384.0 7,350 7,700 54,950 67,200 
frend Cote) Esaern seas 54.0 52.0 490.0 519.0 9,450 9,100 85,750 90,825 
ren rovincial) ...... 54.0 52.0 440.0 503.5 9,450 9,100 77,000 88,105 
Canadian National Weekend Newspapers (Rotogravure Linage) en pine ig troeevars me 17.0 1140 192.0 3,150 2,975 19,950 33,600 
: erman (Germany) ........ 40.0 347.0 344.0 8,372 7,280 63,154 62,608 
Semen sottsasosesesases a ee RR BR RR ee 16.0 20.0 1065 1665 2912 3640 19,383 30,304 
alin tls Ua he . ' ; ; ‘ : : Y See erere 195 «—« 162.5 —_— 3,549 — 29,575 mae 
Oe ME. vic icsaseacacs 56.3 41.5 519.5 459.6 53,511 39,387 493,280 436,356 | Italian 535 uu 
cecces 2 a ee a ee ee ee Re | NN oaks scccecscss ' 0 382.5 279.4 9,202 7,568 65,790 48,064 
Weekend Picture Magazine 43.1 45.2 498.8 433.5 41,981 44,078 486,347 et | ie ttt 20.0 405 192.0 234.0 3'360 6.804 32 256 30 312 
TR bo cic ceveses 168.1 151.7 “1,767.5  1,5789 164,158 147,916 1,728,655 1,544,011 Japanese Troop .......... 455 260 1690 162.0 8.281 4.732 30.758 29.484 
#‘Korean ......... asap 1 << 34.5 — 1,176 — 5,796 — 
Canadian | won) 80 80 ated BOCSOAS«COSD,«s77'832 SIG 
Canadian Home Journal .... 24.5 28.3 281.6 286.5 16,637 19,222 191,387 194,783 | New Zealand ............. 24.5 25.0 163.5 179.0 4,459 4,550 29,757 32,578 
Sanadian Homes & Gardens .. 40.4 31.2 345.1 318.3 27,448 21,215 234,633 214,367 Norwegian ............... 19.0 15.0 120.5 111.0 3,230 2,550 20,485 18,870 
np ee 24.6 25.1 295.3 271.4 16,724 17,060 200 800 184,541 | Portuguese .............%. 70.0 91.0 507.9 560.9 12,250 15,925 88,888 98,164 
GS: cb esbu cass vendivee 54.5 51.2 539.0 400.3 37,090 34,784 366,570 272,109 South African ............ 60.0 67.6 421.6 406.6 10,740 12,098 75,464 72,779 
EE iek ss wis kaae's 33.5 27.6 348.4 339.7 22,761 18,735 236,931 230,926 Southern Hemisphere ...... 35.0 44.4 280.5 333.4 6,370 8,088 51,051 60,686 
Reader's Digest: eS ee aye 23.5 24.0 239.6 248.2 4,371 4,464 14,574 46,141 
English Edition .......... 45.0 59.0 521.0 491.0 8,190 10,738 94,822 89,362 Time-Atlantic ............ 79.2 85.8 484.0 525.0 33,250 36,050 203,245 220,535 
er rr 46.5 59.5 535.5 501.5 8,463 10,829 97,461 91,273 |  Time-Latin American ...... 102.9 86.8 657.9 642.7 43,225 36,470 276,325 269,990 
Revue Moderne ............. 21.8 18.2 175.9 171.6 14,801 12,360 119,603 116,712 | Time-Pacific ............ 67.3 58.0 437.1 379.8 28,245 24,360 183,575 159,530 
Revue Populaire ............ 18.1 19.1 190.2 188.5 12,642 13,400 133,050 OC) aaa 45.0 19.3 264.8 19.3 18,900 8,120 111,230 8,120 
Rr rer rrr ie 25.1 20.3 229.3 191.5 17,566 14,239 160,560 EE | MR Neaadrasessscnsees 49.3 38.3 327.5 270.1 20,720 16,100 137,570 113,480 
= olla Po 2 ee nn ee Eee eerie 13988 14333 “99727 10,4402 ~384,680 ~380,274 2647,445 2,716,001 
Total Group ..........+. SIs8 “5038 “5,141,4 ~46656 270,353 ~ 256,820 2,672,979 2,434,807 | #Not included in totals. ‘Started publication in December 1952. “Started publication in November 1952. °Started pub- 
lication in October 1952. ‘Started publication in March 1953. ‘Started publication in July 1952. ; 
NOTE: all sectional advertising of Everywoman’s, Family Circle, Woman’s Day, Parm & Ranch—Southern Agriculturist and 
Foreign | Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
Life International | particular edition carrying the advertisement to the total circulation of the magazine. For example, if a page advertisement 
” oe | appears in an edition representing 25% of the total circulation of the magazine, it is counted in the totals as 25 pages. 
English Edition .......... oe 52.3 a. 381.8 pg 35,530 por on 259,675 Wo sectional advertising is reported that does not represent at least 20%, of the total circulation base. Because the fig- 
#'Spanish Edition ........ 4 53 211.7 226.4 14.455 14,840 88.970 95.130 ures on the preceding page for Everywoman’s, Family Circle and Woman's Day represent only advertising that appears 
preset at eeras sca’ 34. . : : y ’ , ’ | in 20% or more of the total circulation base of each publication, they are not complete. Listed below are total ad- 
x 9 —— a 33.2 335 2488 2155 13,930 14,070 104510 90510 | “ertising pages and lines for these three publications. 
Tokyo Edition ............ 65.0 61.5 433.1 418.3 27,300 25,830 181,860 175,700 | Everywoman’s ............005 38.8 32.8 315.4 276.1 16,648 14,078 135,284 118,362 
Popular Mechanics: | Panty Circle .......cccccees 57.6 47.4 474.4 443.6 24,693 20,289 203,449 190,114 
Mecanica Popular (Spanish Ed.) 21.4 23.8 174.1 166.0 4,788 5,320 38,985 37,156 ' Woman's Day ............... 47.5 50.8 454.1 494.1 20,355 21,761 194,600 211,564 
American Research __|!nsurance Co. Names Browne |’Arrow’ Comics Wil] (Alexander's to Bach ‘Cleveland Press’ Alters Size 
Patrick Browne, for the past five Henry Bach Associates, New| The Cleveland Press has joined 


Bureau TV Surveys 
to Cover 60 Cities 


WASHINGTON, Aug. 13—Ameri- 
can Research Bureau Inc. an- 
nounced plans today to expand its 
TV survey to provide reports for 
60 cities. 

Effective immediately, the bu- 
reau will cover 35 leading metro- 
politan areas, 15 of them on a 
monthly basis. The other markets 
will be added until a total of 60 
is reached by March, 1954. Some 
markets are reported quarterly, a 
few three times yearly. 

ARB employs an _ interviewer- 
supervised viewer diary technique. 
It issues local reports as well as 
viewing figures for the nation as a 
whole. 


years assistant advertising man- 
ager of Aetna Insurance Group, 
Hartford, Conn., has been named 
assistant to the v.p. in charge of 
public relations and advertising 
for Jack Cage & Co., Dallas. Mr. 
Browne will be concerned with all 
phases of public relations and ad- 
vertising of Insurance Co. of Tex- 
as Group, union member-owned 
group of insurance and finance 
companies managed by the Cage 
company. 


Mortimer Leaves Airline 

Stanley G. Mortimer Jr. has re- 
signed as system advertising man- 
ager for Pan American World Air- 
ways, New York. 


Chamberlin-Junk Moves 

Chamberlin-Junk, Fort Wayne, 
Ind., industrial agency, has moved 
to 5333 Coldwater Rd. 


ai 


{i 


when you TEST food 


advertising in Fdey:\, fe]. ¢: 


“Bob and I don’t have 


money to burn. 


“We're not pinch-pennies 
either. 

“Like most American 
couples, we have plenty... 
enough to have 
a cosy home, a car, 
and set a good table.” 


Nothing dramatic about Roanoke. 
Good middle class people. 
Well-balanced industrial set-up. 
Not too much buying power... 
not too little. That's why this 


16-county trading area is an ideal 


test market for food advertisers. 


~~ 
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New booklet: 
“PORTRAIT OF A NEWSPAPER MARKET"... 


Gives you a ‘‘close-up’’ of 
Roanoke, a mountain - isolated 
test market with minimum pene- 
tration from outside newspapers. 
Tells you what ROANOKE news- 
papers do to get maximum 
tie-in support for your advertisi: 
from food stores. For your FRE’ 
copy, write Sawyer, Ferguson, 
Walker Co., 60 East 42nd St, 
N.Y. 17 oF 


TIMES AND WORLD-NEWS 


ROANOKE + VIRGINIA ROANOKE 


AWARD CITY 


' 
| 


| 


Appear in Weeklies 
in New York Area 


New York, Aug. 13—Arrow, a 
comic supplement published by 
Colony Publications Inc. for week- 
ly newspapers in the New York 
suburban area, expects to make its | 
debut in some 200 newspapers on 
Oct. 1. 

The supplement will be offered 
free to the weekly papers and ad-| 
vertising will be the only source 
of income. In fact, publishers will 
be offered rebates based on the 
gross advertising income from 
space carried in Arrow. Publisher 
Charles Lenahan, formerly with 
the McClure Newspaper Syndicate, 
explains that this is being done 
because Colony wants as complete 
coverage as possible. 


® He also points out that several 
attempts in the past to distribute | 
comic supplements through week-_| 
lies have foundered because many | 
weekly publishers are unable to 
afford the expense. | 

In most cases, newspapers car- |} 
rying the supplement will have) 
their own masthead over the Ar- 
row logo. The 200 weeklies, within | 
a 50-mile radius of New York, | 
have a reported circulation of | 
more than 600,000. 

The comic strips are specially | 
created for Arrow as well as some 
which are nationally syndicated, | 
such as “Bruce Gentry,” “Batman 
& Robin,” “Debbie Dean” and 
others. The syndicated strips will 
also be completely new. | 


@ One time rate for a color page| 
is $3,150. A 14-line b&w banner | 
may be had for $250,000 on a 13- 
time basis. Closing date on the 
first issue is Sept. 1. Edgar N. 
Rowell is advertising director. 
Besides Mr. Lenahan, the board 
of directors includes James M. 
Hutton, W. E. Hutton Co., and 
Bromwell Ault Jr., C. J. LaRoche 
& Co. Colony Publications is lo-| 
cated at 49 W. 45th St. here. 
Stemar Appoints Schreiber | 
Tell Schreiber, formerly mid-_| 
western sales manager of Slick | 
Airways, has been named an ac-| 


count executive of Stemar Co., 
Chicago producer of point of sale | 


displays and sales training — 


uals and aids. 


York, has been appointed special 
advertising consultant to Alexan- 
der’s Department Stores. Bach has 
prepared a series of institutional 
ads augmenting the stores’ regular 
newspaper linage which last year 
totaled 1,234,833 lines in New 
York City and Westchester County 
newspapers. 


Knox Reeves Names Jones 
Howard W. Jones, formerly with 

Equipment Blueprint, Minneapolis, 

has been named an assistant ac- 


count executive of Knox Reeves. 


Advertising, Minneapolis. 


Milk Dealers Name Morris 


The Greater Pittsburgh Milk 
Dealers Assn. has appointed Cava- 
/naugh Morris Advertising Agency, 


| Pittsburgh, to handle its advertis- 


|ing and public relations. 


‘the narrower newsprint ranks. As 
|part of the Scripps-Howard pro- 
gram, the Cleveland paper uses 62” 
rolls giving a 31” width paper in- 
stead of the 64” and 32” measure- 
ments previously used. Pages are 
made up 34” narrower than for- 
merly, but due to a reduced mat 
shrinkage the printed page will be 
just half an inch narrower. Col- 
umns, formerly 12 picas, have been 
reduced to 11.6 picas. 


| Philco Ad Department Moves 
The advertising department of 
Philco International Corp., Long 
Island City, N. Y., has moved to 
Tioga and C Sts., Philadelphia. 


WTVI, St. Louis, Bows 


WTVI, St. Louis, second tele- 
vision station in the area, began 
operations Aug. 10 on Channel 54. 


Sa 


C. 


Telephone 


*From the president down 
through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 

engraving reproduction and methods 
plus the Printing processes in 
which they will be used, 


SKILLED AND 
WELL INFORMED 
PERSONNEL *¥ 


Beautiful Color Work + Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 


STate 2-5367 
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| MAURICE A. WEINER 
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| 
Well, She Took A Year Off! i | 
| | Almost Forgot Myself! So On With The Commercial! i) | 


We are selling « good quality Meter Of of « very 
low price. How con | do it? Volume is the enswer. 


A Carlood A Year | | 


| 
| 


FLATS 3Qc FIXED 


AND A GOOD JOB, TOO! 
You Flatten ‘em — and We Fettes ‘em 


The Man with the “Derby Hat” 
285 


at vi 
And Keep This Piece in Mind — Fer A Better One ts Hard te Flad 


IT PROBABLY SELLS—Readers of the Her- | 
ald in Bridgeport, Conn., were the lucky | 
people who got to see this ad by Maurice | 
Weiner, who runs an auto service-gas sta- | 

tion there. 


Diamond, Hamilton 
Hosiery Mills Merge 


New York, Aug. 14—Stepped- | 
up national advertising and in-| 
creased sales efforts are expected | 
to follow the acquisition of Ham- | 
ilton Hosiery Mills by Diamond 
Hosiery Corp., announced today. | 

The new combined operation | 
will rank among the first five in| 
the women’s stocking industry, ac- | 
cording to a joint statement issued 
by A. Phillip Goldsmith, president | 
of Diamond, and Abraham Fein-| 
berg, Hamilton president, who will | 
become board chairman of the 
company. 

With the acquisition of the Ham- 
ilton mills, Diamond now has the | 
capacity to produce 1,750,000 doz- | 
en pairs of nylons annually, the) 
joint statement said. Sales volume 
for the first full year of combined 
operations is expected to be ap-| 
proximately $15,000,000, it added. 
The acquisition gives Diamond a 
total of nine mills in North Caro- 
lina, Virginia, Delaware, New Jer- 
sey and Pennsylvania. 

“At the present time,” the two 
officials said, “one out of 30 wom- 
en wears hosiery manufactured by 
the Diamond combine. With in-| 
creased sales efforts, backed by a) 
stepped-up national advertising 
campaign, Diamond expects to 
show steady improvement in this 
ratio.” 


Introduce Dunhill Gift Set 


Alfred Dunhill of London Inc., 
New York, will introduce a $3.50 
gift set next month consisting of a 
Denicotea cigaret holder, a match- 
ing carrying case and ten extra 
filters, packaged in a clear plastic 
cigaret case. The fall campaign for | 
Denicotea cigaret holders, includ- 
ing the gift set, is budgeted at 
$250,000. Media will include mag- 
azines, Sunday newspaper sections, 
medical journals, radio and TV 
spots and cooperative newspaper 
advertising. Lawrence C. Gumbin- 
ner Inc., New York, is the agency. 


Flexy to Harshe-Rotman 


Flexy Inc., New Holstein, Wis., 
maker of Flexi-King cellulose 
sponge floor mops, has named 
Harshe-Rotman, Chicago, to handle 
its public relations. 


Paper Changes Column Size | 


The Patriot Ledger, Quincy, | 
Mass., has changed to a nine-col- | 
umn page. Depth remains the same 
but each column measures 11.6) 
picas. i 


Keystone Adds 7 Affiliates 


Keystone Broadcasting System 
has added seven new affiliates, 
bringing the total number to 675. 
The new stations are KFMA, Da- 
venport, Ia.; KREH, Oakdale, La.; 
KOKO, Warrensburg, Mo.; WJNC, 
Jacksonville, N. C.; WLSE, Wal- 


lace, N. C.; WKXV, Knoxville, and 


KPUY, Puyallup, Wash. 


‘American Home’ Hikes Rates| 


The American Home, New York, 
with its issue of February, 1954, 
will increase its net paid circula- 
tion from the current 2,900,000 to 


3,000,000 and raise its advertising "| 
|| rates. A b&w page will go from || 


$9,420 to $9,870. 


WEHT Appoints Molony 


| 
Donald P. Molony, formerly with. PIED PIPER—Flutes, footballs, hats, wedi: | 


evision network, has been named 
assistant general manager and 
manager of television operations 
for WEHT, Evansville, Ind. 


| the American Broadcasting Co. tel- @ Pied Piper doll are some of the lures | 


for old-stove owners offered by Cribben & | 
Sexton, Chicago, in its fall Universal gas | 


‘range promotion. The operation ties in with 
| American Gas Assn.’s Old Stove Roundup. 


'Frank-Gold Agency Adds Rich WITV Appoints Stone S. M. 


Frank-Gold Agency, Los Ange- Wallace E. Stone, formerly with 
les, has become Frank, Gold & WDGY, Minneapolis, has been 
Rich. J. Henry Rich, formerly head | named national sales manager of 
of his own agency, has been added | WITV, Miami. The station will be- 
to the firm. | gin telecasting this fall on Chan- 

‘nel 17. 
Barry Exhibits Moves in N. Y.| 

Lewis Barry Trade Show Ex- | Keshian Associates Moves 
hibits and Sho-Aids, New York, Charles Keshian & Associates, 
has moved to larger quarters at Paterson, N.J., agency, has moved 
12 John St. to larger quarters at 1050 Main St. 


America's 


FOREMOST 


\ TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
| Write fer New Market 

Data Folder 


| McCREADY PUBLISHING 
71 W. 23rd WN. Y. 19 
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AVERY-KNODEL 
Representatives 


N ow the Strongest 


WHBF and CBS | 


On July Ist WHBF, the Quad-Cities’ favorite, 
joined CBS the nation’s favorite in a radio af- 
filiation which augurs well for radio listeners } 
in the Quad-City metropolitan area of a quarter 
million people. | 
Thus WHBF radio (5 KW full time on 1270 
kc) now 28 years old in the service of the Quad- 
Cities, marches on in its steady growth... and 
strengthens its position to provide this area with 
the finest in radio programming and service. 
WHBF began operations in 1925 as a 100- 
watter. Present ownership took over in 1932. 
The station then had a staff of six people. To- 
day, WHBEF serves this area with AM and FM 
radio plus television on Channel 4. With a staff 
of 75 people the station is located in its own 
building . . 
munity service institution . . 
Quad-Cities respected business organizations. 
This reputation extends into the industry field 
as well. 

Advertisers, local and national, know WHBF 
as a stable operation with sound, honest and 
constructive policies 
ness philosophy of its affiliate, the 102-year-old 
Rock Island Argus. 

So today, more than ever, WHBF radio is a 
necessary ‘must’ on the jist of many aggressive 
advertisers who sell profitably to the 242,000 
people of the Quad-Cities . . 
tional thousands in the trading area adjacent 
to this important Midwest market. 


Leslie C. Johnson, V.P. and Gen. Mar. 
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. enjoys a fine reputation as a com- 
. and is one of the 


reflecting the good busi- 


eee ae 


_ and to the addi- 


Telco Bldg.. Rock Island, Il. 
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| of American business with a sense 


Ad Council Has Resources; Will It Be Tough Enough 
in Fighting Back at Attackers of Free Thought? 


To the Editor: Last night, as I; to read more thoroughly later on. 
do every Tuesday evening during Last night, however, after my first 


This department is a reader’s forum. Letters are welcome. 


of social responsibility. 
This has all happened before. 


. s | 
The Voice of the Advertiser Except for the absence of a Hitler 


or Mussolini, the pattern of Italy 
_in the ’20s, and of Germany in the 
| early ’30s, repeats itself in Ameri- 
til someone would tell us what ¢@. It is happening here. 
magazines to read, what to think, The Nazis didn’t stop with the 
what to say. | parties of the left and the center. 
Then I decided that the worst They destroyed the non-Nazi Na- 


the 15 minutes relaxation I give 
myself after coming home before 
sitting down to one of Mrs. Klaus’ 
lucullian dinners, I scanned 
through my “home” copy of Ap- 
VERTISING AGE. Usually I do so with 
considerable enjoyment, taking 
mental notes of the items I want 


athrill auways comes 


look at the front page I knew I 
wasn’t going to enjoy this dinner 
very much in spite of the fact that 
‘a bottle of Liebfrauenmilch went 
with it. 

The reason was your story about 
the attack on the Advertising 
Council and the Ford Foundation. 
| Even though it was no great sur- 
prise to me, I couldn’t help feeling 
upset about it. I looked around my 
modest but cherished home, looked 
at my wife and our five year old 


thing to do was to sit by until the 
blow fell. I decided to start doing 
something about this poisonous 
drift of thought control which is 
engulfing wider areas of Ameri- 


something, and the first thing I 
did was to write the letter which 
follows in the next paragraph. I 
hope you will publish it. I’m not 
sure as yet what else I am going 
to do, but I know in my heart 
and mind that I am not going to 


can life each day. I had to do 


| 
| 


tionalists of the right with equal 
ferocity. This attack against the 
| Ford Foundation and the Advertis- 
ing Council, against brilliant 
American leaders like Paul Hoff- 
man, won’t be the last against non- 
_conformists, no matter how well 
|respected they may be. That is 
why the Advertising Council, once 
selected as a target, won’t be 
| spared because something far more 
| 


threatening than the “inaccurate 
_information,” to which Mr. Rep- 


WITH THE FIRST ORDER 
‘son (his big brother is in the Air 


but only those that follow keep us | 
going. Our samples will show you | Force now) ’ and wondered how 


JAY P. why they follow— yours on request. | long it might still be safe for us 


WAL advertising typography ‘o lead our lives as citizens who do 
11 E. HUBBARD, CHICAGO 11 e MO 4-6134 | their own thinking; how long un- 


RESPONSIBILITY 


has been placed in our hands 


a, il 


SERVICE TO 
MEMPHIS AND 
1D.SOLT 


Before you can sell a market of people . 
you must have their trust and confidence. 


WMC's privilege of broadcasting, since its in- 
ception in 1923, has always been regarded as 
a great responsibility to its listeners. 


More than thirty years of outstanding public 
service has built for WMC an audience of 
unfailing loyalty . . . has created a prestige 
that is unparalleled for any other station in 
Memphis and the Mid-South. 


| MEMPHIS 
NBC——5,000 WATTS—790 K. C. 


National representatives, The Branham Company 


WMCEF 260 KW Simultaneously Duplicating AM Schedule 
WMCCT First TV Station in Memphis and the Mid-South 
Owned and Operated by The Commercial Appeal 


sit idly by as my parents did in| plier somewhat innocently ascribes 
Germany. I am still confident that | these accusations, is behind them. 
there are enough Americans who Years of devoted service to the 
won't let it happen here, and shall | nation won’t count. The American 
be proud to be one of them. \totalitarians don’t consider it as 
/such in the first place. 
_ What the Advertising Council 
Since I cannot resist the urge to and the Ford Foundation are up 
write this letter and don’t want to) against is simply American totali- 
sign it by identifying myself as any | tarianism which, as Huey Long 
other than I am known in the in-| prophesied, would appear in the 
dustry, let me say at the outset | guise of patriotism. 
that my opinions are my own and) Little do the totalitarians care 
should not be regarded as expres- | that they play directly into the 
sing those of my company. That,| hands of the communists, for it 
I believe, holds true usually, but | is by so frightening us that for 
may have to be emphasized in fear of the enemy from within we 
this case. | transform our own society into an 
Your Aug. 3 issue reported the| apparatus of totalitarianism in- 
scurrilous attack of Rep. Carroll/ distinguishable, in effect, 
Reece (R., Tenn.) against the Ford | Soviet communism. They don’t 


* * * 


Council. Rep. Reece charges that | and American totalitarians 


from 


Foundation and the Advertising| care because Russian communists | 


Advertising Age, August 17, 1953 


do it. It will take an ebullient 
toughness of mind that strikes out 
and hits the enemy with the same 
determination with which St. 
George slew the dragon, the same 
cunning with which David felled 
Goliath. The Advertising Council 
has the resources, the brains to 
fight this battle. But will it be 
tough enough? If it is, it will not 
only serve itself and the advertis- 
ing industry, but also perform its 
noblest service for the nation yet. 
The price of liberty is eternal vigi- 
lance. It is the Advertising Coun- 
cil’s hour to be vigilant. 
ErRwIn H. Ktaus, 
Marketing Director, Northrup, 
King & Co., Berkeley, Cal. 


E. W. Resigned Springs Mills 


To the Editor: In the July 19 
issue a statement was made that 
Springs Mills had “taken its ac- 
count away from Erwin-Wasey.” 

In the interest of accurate re- 
porting, we would like to call to 
your attention the fact that the 
Springs Mills account was resigned 
on May 19, 1953, by Erwin, Wasey 
& Co. 

WILLIAM TIRRELL, 

Account Executive, Erwin, 

Wasey & Co., New York. 


Magnavox Dealers Need 
Education, Reader Says 

To the Editor: Is Magnavox kid- 
ding itself? I wonder. 

I’ve a long memory for such 
things, and I remember that, back 
before the war, when every other 
set, virtually without exception, 
could be had at 10% to 40% off, 


the Ford Foundation’s $50,000 
grant to the Advertising Council 
Inc., for a “Restatement of the 
Principles of American Society” 
promotes socialism. He charges, 
under the cloak of congressional 
immunity, I suppose, that several 
members of the Advertising Coun- 


are |Magnavox was “full list ONLY” 
both sons of reaction, brothers | at every one of the limited num- 
under the skin. ber of dealers who were permitted 
Because it has been sought out to carry it. 

for the attack, the Advertising) That was in New York—heart 
Council now has the singular op- of the discount market. 

portunity to rise in the defense of| Might it not be, therefore, that 
freedom, decency and justice. But the ad about which you editorial- 
it’s a dirty job. Soft words won’t ize in the July 27 issue is not self- 


cil’s public policy committee have 


communist affiliations. He calls 


the Council’s magnificent declara- 
tion of faith in America, “The | 


Miracle of America,” a _ restate-| 
ment of “the British labor-social- | 
ist party platform.” The fact that 


a House of Representatives major-| 
ity voted to investigate the pur-_ 
poses of organizations and founda- | 
tions, a move that seems primarily | 
aimed at the Ford Foundation, | 
doesn’t cause me to hold my head 
any higher as an American. 

This attack should be seen in 
its true light which is that it is| 
another in a series of attempts to) 
limit the freedom of expression, | 
to establish thought control by 
equating loyalty with conformity, 
patriotism with orthodoxy, and 
good citizenship with synthetic 
Americanism. Nor is this an action 
by overzealous patriots. It is an 
action by the Congress of the 
United States, thus by our govern- 
ment. 

Unless he neglected to say 
everything he was thinking, Theo- 
dore S. Repplier, president of the 
Advertising Council, missed the 
point in his perhaps too dignified 
statement issued to ADVERTISING | 
AcE. “It would seem,” he said, 
“that after 11 years of free service 
to the country in war and peace, 
the Advertising Council might be 
spared these accusations, which 
could only arise from inaccurate 
information.” - 

When freedom is endangered 
and fear rides the land, no indi- 
vidual, no organization is exempt 
that is not willing or cannot be! 
expected to do the bidding of these | 
synthetic patriots. First came the 
American communists and their) 
fellow travelers who, though a 
miserable band they were, proved 
to be mere innocents compared to 
‘the other un-American reaction- | 
‘aries on the right. Next came the 
|liberals and their groups. Next in 
line, as demonstrated by the Reece | 
‘attack and pursuant House of Rep-| 
resentatives action, is the segment’ 


paint.”” 


**He’s from America’s I 1th food mar- 


ket all right—he’d rather eat than 


Represented nationally by O'Mara & Ormsbee, Inc. 
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' deception, but rather, part of a 
campaign to restore Magnavox to 
the prestige (and consequent no- 
discount) position it once held? 
' Naturally, to be effective, more 
than an ad is needed. They must 
educate their dealers, and end a 
few franchises for “chiseling” 
(with full publicity to other deal- 
: ers about their action); and as I 
} have no connection with the firm, 

I can’t tell if these steps are being 
taken. 

But don’t you think it’s a good 
bet that they are? 
i HERBERT G. AHREND, | 
Ahrend Associates Inc., New 
i York. 
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“Who Says Ads Are Dull?’ 

This Agency Man Does 

To the Editor: “Who Says the 
' Ads Are Dull?” (AA editorial, 
’ Aug. 3, 1953.) 

j I do, by golly. Alongside the edi- 
4 torial columns of ADVERTISING AGE 

(with special mention for the 
sparkling pieces of the Admirable 
Crichton) the ads are masterpieces 

of boredom. 
| I count 89 advertisers in the 

Aug. 3 issue, not including the 
Marketplace page. Of these, nine 
might be said to be top-flight in 
content, presentation, originality— 
or as representative of an out- 
standing campaign. 

The top group includes: 

1. CBS’s always-top-level pro- 
> motion—this one a four page in- 
‘y sert. 

2. A good, clean double truck by 
Mutual. 

: 3. Another outstanding ad in the 
Nation’s Business series. 

4. The Cincinnati Enquirer’s 
“solid” example of how to get 
across one good idea about a me- 
dium—over a period of years. 

5. Y&R’s consistently good house 
ads (not one of their best but they 
are never dull). 

6. BBDO’s Newsletter—part of 

another good, solid campaign. 
} 7. A Fortune promotion ad with 
a tempting first page from their 
new article on marketing—certain 
] to whet the advertising appetite. 

8. Wallaces’ Farmer’s “Split 
Run” announcement—authentic 
news using an appropriate device 
even if the typography leaves 
something to be desired. 

9. The striking announcement 
that “Judge is back.” Certain to 
strike a nostalgic chord in many 
an adman’s memory. 

Another ten might be classified 
“adequate.” 

I count no less than 52 media 
promotion ads in the “brag” cate- 
gory. Without exception they con- 

tain “so-what?” claims of superi- 
| ority (“The Mugwump Gazette is 
first with the loafers at 5th & 
Main” and so on). The rest are 
assorted items of advertising me- 


= ea a. «CU? 


; diocrity. 
: I defy anyone to remember 
x. which of these books, papers or 


stations made which claim ten sec- 
‘ onds later—if indeed he bothered 
to glance at them at all. 

These ads ranged from double 
trucks down to single column rate- 
holders—from minor media _ to 
some who should be blushing and 
who have indicated in the past 
that they know better. 

How come? Can it be that the 
advertising departments of these 
flourishing media and their agen- 
cies are so busy doing a good job 
for their own customers, they can’t 
take time out to do a half-decent 

j job of trade paper promotion? I 
think there are more specific rea- 
sons. I’ll try to be constructive. | 
First is that old misunderstood | 
bromide which goes, “give ’em| 
facts, facts, facts.” Too many of | 
our media friends have swallowed | 
this advice too literally, confusing | 
personal selling and advertising. _ 
When it comes to a carefully | 
narrowed choice between two me-| 
dia and the final deliberation the | 
media buyer or account executive 
may want “facts” in detail. That 
doesn’t mean he wants isolated, | 
- impossible-to-remember statistical | 


data thrown at him in the media 
promotion ads. He never asked to 
be bored to death while reading 
his favorite trade paper. The me- 


dia sales department lives in a> 


world of competition that too often 
blinds it to the real interest of its 
prospective advertisers. With an 
exultant “at last!,’”’ the eager pub- 
lisher rushes into print to assure 
the world that he has surpassed his 
competitor in dog food linage by 
so many lines. Is anybody listen- 


ing? What does it prove? Was his. 


book a bad buy for a dog food 
company yesterday when he was 
in second place? 


| promotion 


destrian and hackneyed copy, he 
still couldn’t stand for what passes 
for layout, art or typography in 
most of these ads. 

Remember, your media promo- 
tion is aimed at the “pros.” They 
reject the notion that the average 
newspaper composing room can set 
a good magazine ad. Or that some 
guy hired to do spot cartooning is 
necessarily the man to illustrate 
your promotion campaign. It isn’t 
money saved—it’s money wasted. 

I believe in this case I speak 
both as a “typical reader” and as 


‘an advertising man. A lot of this 

is aimed at me and | 
It takes page after page over several thousands with jobs like) on run-of-mine media promotion 

months and years to establish such mine. Our organization has also ads for news, information or en- 

simple precepts as “Solid Cincin- handled a lot of media promotion 'tertainment. 

nati” or “Never Underestimate.’|—ranging from metropolitan) 


You can’t sell all of the qualities of |newspapers and trade magazines 


all of the time. 
And if the average agency man 


or advertiser could stand the pe- lisher or owner—or his staff peo- 


planner capable of getting a mes- 
sage in space across to the most 


starved or were bored to death 
your medium to all of the people be radio stations across the coun- first. 
try. 

So I know that when the pub-| 


how trade magazine ads work, the 
agency can do a real job—an ad-| 
vertising job. 

But I guess we've just been | 
lucky. It looks like it’s a rare me- |i 
dia owner, indeed, who will forego 
the temptation to be his own ex-| 
pert. Being a top media rep or 
canny publisher, unfortunately, | 
does not qualify one as a copy-| 
writer, layout man, or even ajf 


= a real understanding ne 
World's Only 
Newspaper | 


Tats 


oe ORLANDO 
— SENTINEL-STAR 


Florida’ s Most Colorful news- 
paper, dominating Inland 
(Central) Florida, with a 
half million population. 

— ORLANDO SENTIMEL-STAR 


_ Morning ree: S dey ee. 


blase readers of them all—the ad-| 
vertising fraternity. 
Thank heaven, we don’t depend 


It'd be nip and tuck whether we| 


ALFRED H. EDELSON, 
Henry J. Kaufman & Associ- 
ates, Washington, D.C. 


today 


he pee ates 


me meee 


Mile High Center now under construction by 
Webb and Knapp, Inc., and George A. Fuller Co. 


17th and Broadway, Denver, before 
construction of Mile High Center. 


yesterday 


are your sales 
keeping pace with 
the spectacular 
growth of the 


Denver Post’s Market ? 


At a cost of more than $65,000,000, three skyscraper office buildings and a thirty story 
hotel-department store structure soon will be completed to help alleviate Denver’s growing 


pains. These major buildings.. 


.representing only a part of Denver’s current construction 
activity...are financed by shrewd and prudent men.. 


-men who see in Denver’s growth the 


assurance of immediate and long-range profit. 


You, too, can profit from this growth. You can reach and sell the expanding Denver market 


effectively and economically through its one dominant medium. In metropolitan Denver...a 


market of 625,300 consumers. 


CIRCULATION 
OO 6 » eae 0 eS 222,134 
Sunday 350,243 
Empire Magazine and Comics . 380,106 


A.B.C. Publisher's Statement 
September 30, 1952 


..9 out of 10 of your prospects read The Denver Post. 


THE DENVER POST 


Tha Voice of the Rocky Mountain Empire — 
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SWIFT COMPLETION—This AA photo, made on Chestnut St. in Philadelphia, shows 
a U. S. mailman resting on one of the few remaining horse-drawn wagons used by 


the Philadelphia post office for parcel post. This may be one of the reasons why 
mail often takes three days to be delivered around the corner in the Quaker City. 


New York's ex-Postmaster Says He Saved 


$10,000,000 in Costs on 


New York, Aug. 12—In the 
three months that he was in of- 
fice, former acting Postmaster 
Harold Riegelman reports that he 
not only improved postal service 
in this city but reduced costs at a 
yearly rate of $10,000,000. 

Mr. Riegelman made this point 
in a talk to the American Legion 
ad post reviewing postal activities 
during his incumbency. He re- 
signed Aug. 4 to become the candi- 
date for the Republican mayoralty 
nomination. 

Four reasons were given for the 
speed and efficiency with which 
the post office was reorganized: 

_ 1. Availability and use of com- 
petent management advice. 

2. Competent staff selection and 
coordination of the management 
advice. 

3. Employe response to con- 
sideration and training consistent 
with their dignity as individuals 
and with their natural ambition 
to progress in their careers. 

4. Public and departmental en- 
couragement and cooperation. 


s “In 1673,” he said, “Letters 
took two weeks in transit by horse- 
back from New York to Boston. 
This lapse of time is not altogether 
unknown in our day. But it is rare 
and not attributable to horses. We 
have not yet entirely outgrown any 
of the methods in use since the 
dawn of postal history 5,000 years 
ago.” 

Mr. Riegelman outlined some of 
the changes he made in the postal 
operation, such as the creation of 
the New York Postal Council, to 
which the public suggests ideas. 

Postal morale, which had 
“reached a low ebb,” was restored, 
he said, through supervisory and 
on-the-job training, changing the 
hot weather clothing requirements, 
musical programs in work areas, 
setting up grievance machinery 
and other procedures. 


® Asa result, he noted, residential 


deliveries are now completed half | 


an hour earlier, “through the 
simple and entirely voluntary act 
of walking faster.” 

Third-class mail users can now 
prepare their own sack tags, there- 
by speeding up service. 
holding mail sacks individually 
marked for local, out-of-town, air 
mail and other forms of delivery 
were installed in the lobbies of a 


Job Three Months 
| When = secretaries complained 
that their clothing was being 


| soiled by the dirty sacks, protec- 
'tive beaver boards were placed in 
front of each sack. 

In the financial area, 60 light 
magnesium trucks were tried on 
an experimental basis. As a re- 
sult, the time spent for a 150- 
pound delivery went from four 
hours down to one hour and 25 
minutes. Additional trucks have 
been ordered. 


ge Special delivery was “toned up,” 
collection service was extended by 
one hour, extensions were made 
in window services and operations 
of the Bronx postal system were 
centralized. 

“While improvement in service 
was being effected, it has been 
possible to reduce the annual 
$135,000,000 cost of operating the 
New York post office by about 
$10,000,000.” 

A manpower saving, by the 
use of less temporary non-civil 
service help, has netted $300,000. 
Centralization of the Bronx opera- 
tion saved more than $500,000. 
Changes in the custodial service 
saved $159,000 and reorganization 
of the financial division brought 
in $223,000, Mr. Riegelman re- 
ported. 

In answer to a question, he said 
that omission of a zone number in 
|New York City can hold up de- 
livery as much as half a day. In 
growing areas, however, zone 
numbers are sometimes a handicap 
because they are constantly chang- 
ing. In the Bronx, centralization 
eliminated this problem. 


|Watson Forms New Company 


| Arnold S. Watson, formerly v.p. 
|and director of Stemar Co., Chi- 
cago, has organized his own com- 
pany, Arnold S. Watson Co., at 
201 N. Wells St., Chicago. The 


point of sale ideas, displays and 
sales promotion material. 


‘Diesel Power’ Names Young 


| Wilbur W. Young, previously 
managing editor of Diesel Progress 
}and v.p. of Diesel Engines Inc., 
| has been appointed assistant pub- 


Magazine Revenues 
Keep Goiig Up But 
Net Incomes Don’t 


New York, Aug. 12—It seems 
the more you nake the less you 
take these days. Most of the major 
magazine publishers are still hav- 
ing that experience. 

However, while semi-annual re- 
ports this year show a trend to- 
ward a higher gross, three of five 
publishers showed increased net. 

Curtis Publishing Co. reported | 
the largest half-year gross, $87,- 
568,296, but this figure includes | 
commissions and discounts. Time 
Inc. had the largest half-year net. 
among magazine publishers with | 
$4,715,900. Cumulative Number Individuals 

Several magazine publishers do) or Households Reached by 
not issue semi-annual reports. | wutkwaaiaa 
Among these are Crowell-Collier 
Publishing Co., Hearst Corp., and. 
Macfadden Publications. | 


Number and Characteristics 
of Individuals Reading 


Readership of Ads 


Thoroughness of Reading 


Frequency of Reading 


Specific Purchases Resulting 
From Magazine Ads 


Number and Characteristics 
of Households Receiving or 
With At Least One Reader 


Readership of Editorial Items 


Confidence Expressed In Ads 


Specific Actions Resulting 


Confidence Expressed In 


® Here is a summary of major. 
} Editorial Matter 


publishers’ gross and net income | 


figures for the first six months of Time Spent Reading 


Advertising Age, August 17, 1953 


SUBSCRIBER INTEREST IN 16 TYPES OF MAGAZINE RESEARCH 


100 


*Includes commissions and discounts. 
**Does not include McCall’s share of 
interest income from Mass Market Pub- 
lications ($18,000 in '52 and $21,392 in °53) 
or loss in Mass Market Publications 
($148,688 in '52 and $56,071 in ’53). 
Publishers’ earnings on out- 
standing common stock, 
ported by Arnold Bernhard, show 
Conde Nast earned 30¢ in the first 
half of ’53 against 47¢ in first half 
of ’52; Curtis, 39¢ against 40¢; 
McCall, $1.15 against $1.01; Mc- 
Graw-Hill, $3.63 against $3.32; 
Time Iné., $2.42 against $2.17. 


(Continued from Page 1) 
ments, readership of ads and the 


magazine readers, in that order. | 

Agency men listed their prefer- | 
ences as audience size and char-| 
acteristics, ad readership and pur- 
chases. Media people stated they | 
were most interested in surveys, 
on ad readership, number and 
characteristics of readers, and pur- 


®@ On the basis of business already | chases. 


as re-|number and_ characteristics of questionnaire, 
search on confidence expressed in 


company will create and produce | 


‘Two Agencies Join Four A's 


| 
| 


| Wesf-Marquis, Los Angeles, have 
been elected to membership in the 


| lisher of Diesel Power, New York. 
Racks | 


booked, Bernhard analyst William 
Hayes thinks it is reasonable to 
expect that total 1953 dollar ex- 
penditures for magazine and busi- 
ness paper advertising will exceed 
1952 by at least 5%. 

The gain in advertising expendi- 
tures he attributes to rate increases 
made in ’52 and early ’53. Higher 
costs of labor, paper and produc- 
tion are reflected in net income 
figures for this year’s first half. 


Two Join WDRC, New Britain 
Charles W. Curtin, formerly with 
WCOP, Boston, and Irvin G. Bou- 
dreau, previously with WKNB, | 
New Britain, Conn., have joined | 
WDRC, Hartford AM and FM out- | 
let, as account executives. | 


Set Texas District AFA Meet | 

The 10th district, Advertising | 
Federation of America convention | 
will be held in Corpus Christi, Tex., | 


Oct. 4-6. | 


| 


| 
| 


BERNARD M. KEWIN, assistont advertising | characteristics of households wi 
A. S. Black & Co., Houston, and | d eng e gieprcits 


manager, has been promoted to ad- 
vertising manager of Automatic Transpor- 
tation Co., Chicago maker of electric driven 


score of the largest office build- American Assn. of Advertising industrial trucks. He will direct advertis- 


ings. 


| Agencies. 


ing, public relations and sales promotion. | 


Advertisers expressed more in- 
terest than agency or media sub- 
scribers in learning about con- 
fidence of readers in ads. Media 
men are equally interested in con- 
fidence in ads and confidence in 
editorial copy. 


® Eight specific types of research | 
are included in listings of the five | 
most important studies desired by | 
each class of ARF subscriber. They | 
are, in order, readership of ads, 
specific purchases resulting from 
ads, data on individual readers, 
data on households with at least 
one reader, confidence readers 
have in ads, frequency of reading, 
interest in ads and confidence in 
editorial matter. 

Of all respondents to the sur- 
vey, 74% regard research on ad 
readership as “very important.” A 
breakdown by subscriber groups 
shows it was rated so by 75% of 
agency respondents, 73% of those 
from agencies and 73% of those 
from media. 

Data on specific purchases re- 
sulting from magazine ads re- 
ceived a “very important” rating 
by 72% of the total. By groups, 
this is 79% of advertisers, 71% 
of agencies and 63% of media. 


® A total of 72% of the survey 
participants classed research on 


the number and characteristics of | 


individual readers as “very impor- 
tant.”” This is composed of 82% of 
the agency respondents, 70% of 
media and 60% of advertisers. 
Research on the number and 


at least one reader of a magazine 
was ranked as “very important” in 
57% of all replies and by 73% of 


media, 59% of agencies and 46% 


52 and ’53: @ Very Important 
GROSS 1952 1953 How Long Issues Are Kept EB Moderately Important 
Conde Nast $11,155,000 $11,273,000 and Read EE 
Curtis* 82,047,994 87,568,296 Psychological Measurements 

McCall 21,244,693 23,676,665 and Tests of Attitudes Gel Deee 
McGraw- 

Hill 29,059,215 31,409,595| Interest Expressed In | 
Time Inc. 78,631,400 85,883,000 : = = = = ee 
NET WHAT THEY WANT—Results of a survey into interest of ARF subscribers in 16 
Conde Nast 473,000 305,000; types of magazine research are shown in this chart. The data was gathered for 
Curtis 2,854,040 2,750,173 incorporation into a report by the ARF projects development committee on subjects 
McCall** 616,101 704,608 proposed for study by ARF. 

McGraw- . . * 

Hill 1,465,804 1,598,220 Ad t Ag M d W t 

Time Inc. 4,238,100 4,715,900 ver ISEIS, encies, e la an 


More Data on Readers, ARF Is Told 


|of advertisers. 


Of all who replied to the ARF 
52% believe re- 


advertisements is “very impor- 
tant.”” This reply was given by 
63% of advertisers, 50% of media 
and 43% of agency respondents. 

Data on the 16 types of research 
listed on the questionnaire are 
tabulated on the above chart. In 
addition to these types, 31 other 
research projects received write-in 
votes. 


es The types suggested by more 
than one respondent included vari- 
ous types of reader interest re- 
search (6); readership of subscrib- 


/ers compared with that of news- 


staid buyers (3); comparison of 
sales effectiveness of different 
media (3); buying habits and in- 
fluence (3); influence of seasonal 
variations on readership (2), and 
prospect vs. non-prospect (2). 

Purpose of the questionnaire 
was to obtain ARF subscriber 
views on research that might be 
done in addition to a proposed 
study on multiple readership of 
magazines. 


British Wrigley to McCann 


McCann-Erickson has_ been 
named to handle advertising in 
Great Britain for Wrigley Products 
Ltd., London, effective Jan. 1, 
1954. William E. McKeachie, 
chairman of McCann’s London of- 
fice, said his office and its affili- 
ates would handle European and 
Middle East advertising for Wrig- 
ley’s Spearmint, PK and Juicy 
Fruit chewing gum, using newspa- 
pers, magazines and outdoor ad- 
vertising. 


Fowler Directs Institute 


James F. Fowler, formerly 
Douglas Fir Plywood Assn. repre- 
sentative in Boston, has been 
named managing director of the 
Fir Door Institute, Tacoma. 


KQED to Bow on West Coast 


KQED, a non-profit, non-com- 
mercial, educational TV _ station, 
will bow in San Francisco about 
a? It will telecast on Chan- 
nel 9. 
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Henry M. Stevens, 
JWT V.P. and Head 
of Four A’s, Dies 


New York, Aug. 12—Henry M. 
Stevens, 52, v.p. and director of 
J. Walter Thompson Co., died Aug. 
11 while vacationing in Nova Sco- 


tia. He would 
have been 53 to- 
day. 


Mr. Stevens 
| joined the Chica- 
| go office of the 
| agency 30 years, 
} ago after receiv- 
, ing his master’s’ 
_ degree from the) 
., Harvard Univer- 

sity business 

school. He later 

served in the San 
Francisco and St. Louis offices of 
the company before he was ap-| 
pointed a v.p. in 1936. 

At the time of his death Mr. 
Stevens was board chairman of) 
the American Assn. of Advertis-_| 
ing Agencies. 

He was a former executive com- | 
mittee chairman of National Out- | 
door Advertising Bureau and had | 
also been president of Traffic Au-. 
dit Bureau. In 1948 he was chair-| 
man of the New York United Hos- | 
pital Fund Campaign. 


Henry Stevens 


| 
# A native of Portland, Ore., Mr. 
Stevens held city and state tennis 
championships as a young man, 
and was captain of the tennis team 
of the University of California, | 
from which he received his bach-| 
elor’s degree before attending. 
Harvard. | 

During World War II he was. 
a member of the War Advertising| 
Council and participated in a spe- | 
cial study for the Treasury De-| 
partment. Mr. Stevens also served 
as general chairman of the adver-| 
tising section of the New York) 
committee of the National War. 
Fund. | 


| 


GEORGE M. BROWN | 


New York, Aug. 11—George M. | 
Brown, 86, founder and retired | 
board chairman of Certain-teed 


Products Corp., died yesterday in) 
Roosevelt Hospital. 

In 1899, Mr. Brown became as- 
sociated with the late Joseph S. 
Cullinan, founder and first presi-_ 
dent of the Texas Co. in 1902. The 
word “Texaco” was first used by 
Mr. Brown as a trade name for 
products that he distributed under 
contract with the Texas Co. It was 
not until some time later that the) 
name was used generally by Texas 
Co. 

In 1904, Mr. Brown organized 
the General Roofing Co. in St. 
Louis, which in 1917 was reorgan- 
ized as Certain-teed Products Corp. | 
| 


LUNSFORD RICHARDSON 

GREENSBORO, N.C., Aug. 11— 
Lunsford Richardson, 61, board 
chairman of Vick Chemical Co., 
died yesterday of a heart attack at 
his home. | 

A native of Greensboro, he. 
joined the Vick company, founded 
by his father, shortly after he was 
graduated from Davidson College. 
He became a v.p. in 1919, was) 
elected president in 1929 and board | 
chairman in 1938. He was also an 
officer and director of Piedmont 
Financial Co. and Reinsurance Co. 
of New York. 


PHILIP BERNSTEIN 


Cuicaco, Aug. 13—Philip Bern- 
stein, 48, Chicago manager of Uni- 
versal Match Corp., died yesterday | 
of a cerebral hemorrhage. He had 
suffered from heart trouble for 
several years. 

Mr. Bernstein had been with 
Universal Match for more than ten 
years, most of that time as Chicago 
manager. Several years ago he was 
named y.p. and general sales man- 
ager of the company, with head-' 


quarters in St. Louis, but poor 
health caused him to resign that 


position and return to Chicago as 


local manager on March 1, 1953. 


ROBERT HAY ROBINSON 

WAYNESBURG, Pa., Aug. 
Robert Hay Robinson, 50, business 
manager of the Waynesburg Dem- 
ocrat-Messenger, died Aug. 9 after 
suffering a heart attack. 

He had been manager of the 
newspaper for two years, one of 
four published by his father, 
Robert H. Robinson, president of 
Monongahela Publishing Co. Be- 
fore joining the staff of the morn- 
ing paper, the younger Mr. Robin- 
son managed a coal mine for his 
father in Bethany, W. Va. 


DR. FRANK F. BARHAM 


‘retired in April, 1950. 


Chilcote, 75, board chairman of the - 
|Chilcote Co., 


‘rector of the Mobile Press and | 
Los ANGELES, Aug. 11—Dr. Frank Register, died Aug. 5 following a 


F. Barham, 74, longtime publisher heart attack. 
of the Los Angeles Evening Her- | Born in Mobile, Mr. Dumas at- 
‘ald-Express, died Aug. 6 at his tended the University of Missouri 


home. He had served as publisher 294 Alabama Poly technic Insti-| 


| 


'1935 as a salesman, became local 
advertising manager a few years) 
|later and was promoted to director 


A. A. CHILCOTE eng 
CLEVELAND, Aug. 11—August A. be ORvEHTEREG Sh SPTe 


maker of photo Cincinnati —— 
mountings used widely in the ad- | Names O’Mara & Ormsbee 


vertising field, died here last week! The Cincinnati Times-Star will 
in Lakeside Hospital. 'close its advertising offices in New 


'York and Chicago on Oct. 1 and 
LOUIS P. DUMAS 


retain O’Mara & Ormsbee as its 
Mosite, AtA., Aug. 11—Louis P. tive. Western representation, 


inational advertising representa- 
(Chick) Dumas, 45, advertising di-| which has been handled by John 


‘and formerly retail 
|/manager, will return to Cincinnati 


57 


E. Lutz Co., will also be taken over 
by O’Mara & Ormsbee. 

Albert H. Parker, manager of 
the Times-Star New York office 
advertising 


as an executive in the advertising 
department. J. A. McLaughlin, 


|/manager of the Chicago office, has 


decided to stay in Chicago, and 
will announce his plans shortly. 


We produce 
UNITS ond METAL PARTS plus 
WWEAS ond WORKING MODELS SS 


THE AMERICAN DISPLAY CO.oarron 2 


YOUR ALL-TIME 
BIG-TIME BUY! 


V Morning Hoopers-KRNT is First . 


your product or 


the All-Time, Big-Time buy on KRNT, the station 
with the fabulous personalities and astronomical 


Hoopers! You'll 


Go-Now’”’ station! 


BETTER BUY that highly Hooperated, sales results 
premeditated, CBS affiliated station in Des Moines. 


SOURCE: 


Afternoon Hoopers-KRNT is First 


Evening Hoopers-KRNT is First 


Morning, Afternoon, Evening - KRNT 


511% 


AUDIENCE SHARE 


49.8%, 


AUDIENCE SHARE 


36.9% 


AUDIENCE SHARE 


is the only 


station in Des Moines that can talk Hoopers! 


@ SURE... you're right when you buy KRNT for 


for your client's product! You get 


go places with the “Know-How, 


JUNE, 1953. C. E. HOOPER AUDIENCE INDEX 
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Institute Appoints Hazelton 
Advertising Trades Institute, 
270 Park Ave., New York, has 
named Robert G. Hazelton as man- 
aging director. Mr. Hazelton was 


formerly advertising manager of. 


Rubsam & Horrmann Brewing Co. 
The institute will hold its second 
716) at Essentials Show Nov. 


Francom Advertising Names 4 


Wilford H. Struhs has been 
named v.p. of Francom Advertis-| 
ing Agency, Salt Lake City. Cappy 
R. Ricks has been appointed radio- 
television director, and Richford 
O. Scopes, art director. 
(Pete) Hackworth is now in 
charge of copy and public rela- 
tions. 


SiMPSON-REILLY, LTD. 


SAN PRANCISCO CENTRAL TOWER 


R. E.! 


‘Ivalon Sponge Distribution Boos: 2d on 


Basis of Fall Tie-In with ‘H&G’ Cc!ors 


(Picture on Page 1) 
Cuicaco, Aug. 11—As a result 
of tying in with House & Garden’s 
decorator colors, at least one man- 
ufacturer has managed to increase 
its distribution even before start- 

ing its advertising campaign. 
Ivano Inc. this September will 
launch an intensive drive for its 
‘Ivalon vinyl sponges and sponge 


| washcloths in six new colors. 


The company’s sales office re- 
ports that since it started pub- 
licizing this forthcoming campaign 
‘to the trade last May, it has in- 


| creased its outlets 40% and has 


‘achieved 60% distribution in all 
major marketing areas. In New 


_| York, it has managed to penetrate 


75% to 85% of the available 
market for this type of product. 


® The campaign will kick off of- 
ficially with a full-page, full-color 


‘ad in the September House & 


Garden describing and picturing 


the “new” Roy: | Ivalon sponges in 
six colors—lenion peel, cherry, 
leaf, middy |iue, bitter green, 
cloud gray—wrapped in poly- 
ethylene reusable bags. The 
sponges are of:cred in three sizes 
selling at 35¢, 70¢ and $1. 
Insertions wi!! follow throughout 
the year in Good Housekeeping, 
House Beautiful, Ladies’ Home 
Journal, Life, Living for Young 
Homemakers, McCall’s and Par- 


ents’ Magazine as well as continu-| 


ing in House & Garden. This is the 
first time Ivalon advertising has. 
used color space in a national, 
medium. 

The initial advertising theme is | 
only the first step in promoting 
Ivalon sponges in color. Advertis- 
ing for the vinyl sponges in pastel 


colors will be launched later on, 


‘possibly next 


farch, to tie in with 


spring house cleaning and decor- 


wre and radio spot advertising 


Whoever ran 
a million lines of 


color in one year! 


Whoever? Us. ides whoever! 


eeeudbaannnnnes 


OA Jn 


Actually it’s got us blushing an ANPA standard red! When it comes to 
r-o-p color advertising we’re in a class by ourselves among U. S. news- 
papers (first in the nation, if it weren’t for another outfit mentioned 
below!). Here is the record! 


1. Every single year since 1948—according to Media Records, Inc.— 
weve run more r-o-p color advertising than any other U. S. newspaper, 
except one (the Milwaukee Journal—and we'll take our hats off to that 


bunch) ! 


| a In 1951, we published 1,006,100 lines of r-o-p color advertising—only 
we and one other U. S, newspaper (that Journal again!) have printed more 
than a million lines of color a year! Nobody else! 


3. Thus far we've been talking about our morning and Sunday editions 
only Add the volume of color our afternoon edition carries, and we wind 
up with an actual total of 1,331,270 lines of color in 1952—this is more than 


any other U, S. publisher has ever printed in any one year. . 


. except in 


1951 when in all editions we carried 1,465,254 lines, the all-time record in 


American publishing! 


Here's performance—working far others. 


‘It can work for you. Ask 


Jann & Kelley, Inc., the wallop our r-o-p color packs! ! 


The Timeg-Picanme 


MORNING 


CIRCULATION 


NEW ORLEANS STATES The Times- e 
EVENING NEW ORLEANS STATES 
SUNDAY 


281,559 SUNDAY 275,794 DAILY 


A. B.C. Publisher's Statement Ist Qtr. 1953 


| and cooperative newspaper ads 
| will back the magazine drive. 


-® According to Arthur R. Mc- 


Donald, head of the Chicago agen- 
cy bearing his name which handles 
Ivano advertising, the scheme of 
tying in with H&G colors was con- 
ceived earlier in the year by com- 
pany and agency officials looking 
for some way to give Ivalon a 
sales lead over the similar-type 
cellulose sponges developed by 
‘DuPont. Principal producers of 
this competitive sponge are O-Cel- 
'O Corp. and O-Cedar Corp. 


_ment had developed fast colors to 
match the H&G palette, the cam- 
_— was created. 


® Mr. McDonald pointed out that | 
while hundreds of manufacturers, 
promoting over 5,000 individual 
products, have used the H&G 
decorator color promotion scheme 
in the past seven yeers, this is the 
first time a campaign has been 
| built almost entirely around the 
colors by a maker of this kind of a 
| product. 
| The advance sales of the product 
| are indicative of the way House & 


|Garden’s decorator colors have) 
imaginations of the 


caught the 
| retailer and the consumer. 
'scheme for the home furnishings 
‘industry in 1946. Since then the 
jnumber of manufacturers and 
stores tying in with the promotion 
‘each year has grown greatly. In 
| 1947 there were six manufacturers 
_and 57 stores tying in. In 1953, the 
/number has increased to 330 man- 
|ufacturers and 371 stores. 

| The products that have taken | 
_advantage of the H&G plan include | 
‘carpets, fabrics, paints, floor and 
| wall coverings, lamps, accessories, | 
china, glass, plastics, kitchen 
equipment, furniture, linens and 
domestics. 


_@ H&G begins, in its selection of 
| colors each year, by surveying key 


| stores across the country. Shoppers | 


j are asked to indicate the colors in 
‘home furnishings they own and 
what changes they would make if 
| it were possible to do so. 

| The second step is to select the 
emerging colors which are chosen 


with decorators, 
| stylists. 

When the palette is established, 
color chips are distributed to man- 
ufacturers so they can color their 


When Ivalon’s research depart- 


The magazine first launched its | 


after the editors have consulted | 
designers and 


calla WE he Ate dai 
~ ee. abe 


LYNN H. GAMBLE, national advertising 

manager of the San Francisco Chronicle, 

has been promoted to advertising director. 

| Mr. Gamble succeeds William Phelan, who 

has resigned. Mr. Phelan has not an- 
nounced future plans. 


lines or match existing merchan- 
dise in the new colors. H&G 
editors check the items for accu- 
racy of match before they are 
authenticated as official House & 
Garden colors. 

The 1953 color palette is com- 
‘posed of 15 decorator colors, 14 
current colors plus eight basic 
pastel wall colors derived from the 
current colors. 


Paper Merchants Merge 


| Two of New York’s oldest paper 

merchants, Lathrop Paper Co. and 
Vandewater Paper Co., have been 
merged to form Lathrop Vande- 
water Paper Co., a division of 
Chesapeake Industries. Edward 
O’Brien, former president of Vand- 
ewater, will be president of the 
new company and Thomas Lath- 
rop, who headed the company of 
that name, will be v.p. Lathrop 
'Co. was founded in 1868 and Van- 
dewater about 25 years ago. The 
new company will have its of- 
fice at 515 Canal St., New York. 


Two to McCann-Erickson 


| MecCann-Erickson Advertising 
'Ltd., London, British subsidiary 
of McCann-Erickson, has been ap- 
'pointed to handle advertising for 
Rexall Drug Co. Ltd., and VCA 
Pharmaceuticals Ltd., both of Not- 
tingham, England. McCann-Erick- 
son will undertake an intensive 
|'market study for both advertisers 
‘in the British Isles. 


Appoints Channing Bete Co. 


Mayhew Steel Products, Shel- 
burne Falls, Mass., maker of hand 
tools, has appointed Channing L. 
Bete Co., Greenfield, Mass., to 
handle its advertising and sales 
promotion, 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
: COURIER 


1,357,188 LINES | 


eg os as 


Here is proof . 


| | 
| | 
| | 
| 
| 


whet con be done 


profitable TEST MARKETS in the Mid-west ...A 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS . 
cooperative. You may have a copy of our tie-in report FREE 
on request to see how your products rated in our local gro- 
cery papa 


+ proof our grocers are 


f that this is one of the Richest, most 
Market 


covered only by the Waterloo Daily and Sundoy Courier. 
Let our advertising and merchandising department show you 
with your product. Write. 
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Gas Industry Hits 
‘Chisholm Trail’ in 
Sth Stove Round-Up 


New York, Aug. 11—A new di- 
mension—sound—has been added 
; as the American Gas Assn. and the 
Gas Appliance Manufacturers 
Assn. swing into their fifth annual 
Old Stove Round-Up this fall. 

The gas association handles the 


WITHOUT REPAIRING, ADJUSTING OR CLEABING... 


| 


major advertising for the highly 
f successful joint trade-in promotion | 
ij —which last year, it says, moved - = 
250,000 new stoves beyond the = =: 


- VICTOR'S INCREDIBLE RECORD OF STAMINA AND QUALITY! 


Coxe Moowes tert 


| 


i And for this year’s September-No- 
vember drive it is adding six spot 


number usually sold each autumn. | 


radio commercials in which cow-| =: 


boy music is used to twang out the 
“round-up” theme. 
j All six commercials, the associ- 
ation says, are on a single 16” rec- 
ord. Each commercial opens with 
i “The Old Chisholm Trail” and 
winds up with descriptions of new 
automatic gas ranges, or else with 
a musical interlude for a_ local 
company or dealer sales pitch. 


s Another feature of the big old- 
for-new operation will be over 
$100,000 worth of national adver- 
tising, consisting mainly of single 
and double pages in September 
and October issues of McCall’s, 
Parents’ Magazine, The Saturday 
Evening Post and Woman’s Home 


v Companion. The ads will encour- | 


j age stove owners to “Shop, Swap 

and Replace” their old stoves, and 
‘ will emphasize “only gas’ as the 
replacement. 

The association will also press 
the campaign via newspapers, tele- 
vision, outdoor, and dealer mate- 
rials. The Gas Appliance Manu- 
facturers Assn. will hit the in- 
dustry with ads in 13 gas trade 
: journals. 

For the week of Sept. 20-27, 
the Round-Up will be tied in 
with National Home Week, the Na- 
tional Assn. of Home _ Builders 
} promotion. 


JWT Adds Poultry Account 


J. Walter Thompson Co., San 
Francisco, has been named by 
i Crown Poultry Co., Oakland, Cal., 
| to handle a new campaign for 
Manor House frozen chicken. 


Galloway Resigns Account 
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. | 
“IN ACTION—The picture of an adding. 
| machine in action illustrates this September | 
| page in The Saturday Evening Post for | 
| Victor Adding Machine Co., Chicago. The | 
machine is Victor's 1,000,000th and was 
used for an endurance test where it com-— 
pleted more than 15,000,000 operations | 


without adjustments. John W. Shaw Ad- | 
vertising is the agency. 


Lever Promotes Roche to 
New Ad Services Division 


Lever Bros. Co., New York, has | 
promoted M. J. Roche to general | 
manager of the new promotion and | 
advertising services division. The 
| new unit represents a consolida- | 


tion of the activities of two divi- | 
| sions, the general advertising serv-| 
|ice division, headed by Mr. Roche, | 
jand the promotion division, for-| 
/merly under the direction of How- | 
ard Bloomquist, who has resigned. | 
The new division will provide pro- 
motion as well as media and pro- 
gramming services for Lever’s| 
four marketing divisions. 

Mr. Roche has been with Lever 
since 1920, and for more than 25 
years has held executive positions | 
in the advertising department. 


| 


| 
Carter Introduces New Theme | 

“Carter’s...Tops in Toddler-| 
town” is the theme for a new cam- | 
paign by William Carter Co., | 
Needham Heights, Mass., under- | 
wear manufacturer. For the first 
time, advertising will all be in full 
color. Retailers will receive a port- 
folio containing ad reprints, copy 
suggestions, display ideas and a 
plastic-covered easel for changing | 
counter display cards. Page and) 
half-page ads will run in Baby) 
Talk, Good Housekeeping, Ladies’ | 
Home Journal, My Baby, Parents’ 


-|Gardner to Absorb Brown 


Agency and Ralston Account 


Gardner Advertising Co., St. 
Louis, will absorb Brown Bros. 
Advertising Co., St. Louis, and will 
take over radio-TV billings for 
livestock and poultry chows of 
Ralston Purina Co., St. Louis, at 
the same time. Gardner already 
handles the balance of the Ralston 
Purina account. The move is ex- 
pected to take place on Oct. 1. 

S. W. Brown Jr., president of the 
Brown agency, will join Gardner 


_as radio and TV account executive 
(on the Purina Chows account. 


Gardner is creating a farm depart- 
ment. Jackson L. Sedwick, Gard- 


Seg 


ner farm copy executive, will head 
all field work. Jack Leach, v.p. 
and board member for Gardner, 
will continue as Purina group ex- 
ecutive. Brown Radio Productions 
Inc. remains in business as a ra- 
dio-TV package producer, with 
Charles H. Brown president. 


Teeman Opens Studio 

Lee R. Teeman, formerly a free 
lance artist, has opened the L.R.T. 
Studios at 612 N. Michigan Ave., 
Chicago. 
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Advertising, New York, to handle 
its marketing and advertising. 


Amer-Pol Advertising Bows 
Amer-Pol Advertising Agency 
; has opened offices at 74 Roslyn St., 
Buffalo. Principals are Kazmierz 
Jankowski and John Trzcinski. 


JUST ASK FOR MARIE: 
Call WAbdsh 2-8655- and ask fur 
Marie Maize on your next multi 
aph, mumeopraph, address 


Braph ‘ : “ne or 
mailings job. Quick pick-up and de. 


livery. fast an  apRRENS work plenty 
of experiencec pe TSOnne » eChare 
Ehrhardt Appoints Wittner always in line. THE LETTER SHOP 
Ehrhardt Tool and Machine Co. ae 


St. Louis, has named Fred Wittner 


Luhring Motor Co. WIS 
n2tjon wide used car sales contest 
with NORFOLK NEWSPAPERS 
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Wie a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can’t sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


Buy J 
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‘Paper-Mute Seeks 
Agency to Handle 
$3,750,000 Account 


| Los Ancetts, Aug. 11—Paper- 
Mate Pen Co. ‘vill spend $3,750,000 | 
for advertising te promote its $1.69 
ball point pe: and several new 
products during the next 12 
months. The company, which re- 
cently terminated its association 
with Erwin, Wasey & Co., is now 
trying to pick a new agency. 

The company is running adver- 
tising on schedules previously set 
up by Erwin, Wasey. Among them 
is a back-to-school promotion with 
the theme “principals approve.” 
This calls for full pages to break 
in newspapers in 200 leading cit- 
ies some time after Sept. 1. Ads 
will be localized to feature the en- 
dorsement and pictures of school 
principals in each of the cities. 
This theme is a new variation of 
_the very successful “bankers ap- 
| prove” theme used in the past. 


le Paper-Mate, which last week 
_celebrated the production of its 
| 25,000,000th pen, now claims to 
be the largest ball point pen man- 
ufacturer in America. The com- 
pany is just three years old. 

| The next objective is the same 
| position in the pen field over-all. 
| The first steps in this direction are 
the introduction of a $10 luxury 
| gold pen, which will be out in time 
for Christmas sales, and a desk set 
retailing for $4.95. A substantial 
portion of the ad budget will be 
allocated for promotion of these 
two products. 


3 More Sign Kate Smith Hour 


Three more companies have 
bought time on the “Kate Smith 
| Hour,” television show of National 
Broadcasting Company, which re- 
| turns to the air Sept. 21 (Monday 
|through Friday, 3-4 p.m., EDT). 
They are James Lees & Sons, 
Bridgeport, Pa., carpet and rug 
maker, the 3:30-3:45 p.m. Monday 
time spot for 39 weeks, beginning 
Sept. 21 (D’Arcy Advertising Co.); 
Simoniz Co., Chicago, the 3:45-4 
p.m. Thursday time spot for 39 
weeks, effective Sept. 24 (Sullivan, 
Stauffer, Colwell & Bayles), and 
Landers, Frary & Clark, New Brit- 
ain, Conn., maker of Universal 
electrical appliances, the Wednes- 
day 3:30-3:45 p.m. time spot for 
10 weeks, beginning Oct. 14 
(Goold & Tierney). 


Chemical Co. Boosts Vicara 

The fiber division of Virginia- 
Carolina Chemical Corp., Rich- 
mond, Va., is using seven consumer 
magazines to promote Vicara fiber 
for sweaters for fall. Color pages 
appear in the August issues of 
Glamour, Mademoiselle, Seventeen 
and The Saturday Evening Post; 
September issues of Charm and 
The New Yorker, and the October 
issue of Esquire. Albert Sidney 
Noble Advertising Co., New York, 
has the account. 


KPIX Gets Maximum Power 


KPIX, San Francisco, Channel 5, 
has begun transmitting with the 
100,000 watt maximum power per- 
|mitted by the Federal Communi- 
‘cations Commission for Channels 
2-6. Previously, the station had 
| 16,700 watts. 


| 
_Forjoe Names Garrigan 


| Boyd B. Garrigan, formerly of 
| Arrow Television Productions, has 
joined the Los Angeles office of 
Forjoe & Co., radio-TV station rep- 
| resentative, as an account execu- 
| tive. 


| Names Everett-McKinney 

| WKTY, LaCrosse, Wis., has ap- 
pointed Everett-McKinney to rep- 
resent it nationally. Weed & Co. 
formerly represented the radio sta- 

| tion. 


NBC Appoints Jameson 

Edwin T. Jameson, formerly of 
Free & Peters, has been added to 
‘the NBC spot sales staff in New 


f 


| York. 
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When your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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Elfenbein Blasts 
Manufacturers for 
Co-Op Opposition 


New York, Aug. 11—Declaring 
that the answer to cooperative ad- 
vertising is fairness and modera- 
tion by buyer and seller, Julien 
Elfenbein, editorial director of 
Housewares Review, blasts many 
manufacturers for their opposition 
to cooperative advertising. 

In the July issue of HR, an opin- 
ion roundup of manufacturers’ 
ideas on co-op advertising was 
published. The gist of this was 
that co-op advertising was becom- 
ing a one-sided deal, “with the 
retailer holding the aces and the 
manufacturer the deuces” (AA, 
July 20). 


In the lead editorial in his Aug- 


ust issue, Mr. Elfenbein points out 
that “during the past 25 years a 
lot of housewares manufacturers 
have seen their products displayed, 
promoted, advertised by big de- 
partment stores and their brands 
become nationally known. They 
have used that advertising to get 
business from other stores. 

“But many of these manufactur- 
ers have not kept up with the 
growth of the stores or the com- 
munities, or their competition, in 
physical plant, ideas or attitudes. 


s “They have spent very little 
money for designers of products, 
or designers of packaging or pro- 
motion. They have spent very 
little money on advertising either 
in the trade or in the consumer 
press. They play fast and loose 
with manufacturers’ reps. 

“Meanwhile, other manufactur- 
ers have grown with the stores, 
and the country—expanded their 
plants, hired research men and 
good designers, designed better 
products, better packaging, better 
promotional material, and made 
money. They can give advertising 
allowances. It’s legal to do it and 
it isn’t going to be easy to stop 
them. 

“During these years,” Mr. Elfen- 
bein says, “when big stores were 
plugging manufacturers’ brands 
the manufacturers had no special 
love or loyalty for big stores. They 
sold all takers. They switched al- 
legiances whenever they saw a 
better deal elsewhere. 


® “Big stores saw hundreds of 
specialty shops and_— discount 
houses mushroom all around them 
—ride in on big store display, cash 
in on big store newspaper advertis- 
ing—they let the big store sales 
people make the pitch and then 
lured the customer into a_ side 
street to get it ‘wholesale.’ 

“Not only specialty stores and 


EDWARD HENRYS, formerly associated with 
Batten, Barton, Durstine & Osborn, has 
been appointed advertising manager of 
Ethicon Suture Laboratories, New Bruns- 
wick, N. J., maker of surgical sutures, a 
subsidiary of Johnson & Johnson. 


discount houses,” Mr. Elfenbein 


, Says, but drug stores, mail order 


houses, premium houses, instal- 
ment (house-to-house) salesmen, 
gas stations, supermarkets and 
undertakers all got in the act. 
“But housewares manufactur- 
ers,” he adds, “still love to see 
their goods featured over a signa- 


ture like Hudson’s, Higbee’s, Wan- | 


amaker’s, Maison Blanche, Lit’s, 
Foley’s, Jordan Marsh or Marshall 
Field. 


s “They know the most productive 
of all consumer advertising is still 
their brand on the counters and in 
the windows of great retail insti- 
tutions, 
lions of American women every 
day with their purses 
hands. 


“Housewares Review,’ Mr. El-| 
fenbein says, “believes in coopera- | 
tive advertising in newspapers and 


catalogs when it is done fairly and 
on proportionally equal terms to 


all customers alike who are com-| 


peting in the distribution of the 
product. 


“Payment for advertising serv- | 


ices should be made only on a un- 
iform and objective basis. 
“Discrimination to an American 
is obnoxious whether in race, color, 
creed or advertising allowance.” 


World Medical Assn. Drives 


The biggest ad campaign de- 
signed to encourage American 


doctors to join the U. S. Committee | 


of the World Medical Assn. is 
under way with the participation 
of leading medical advertising 
agencies. Contributing to the cam- 
paign are L. W. Frohlich & Co.; 
William Douglas McAdams Inc.; 
Noyes & Sproul; Cortez F. Enloe 
Inc.; Paul Klemtner & Co., and 
Robert E. Wilson Inc. Copy and 
layouts are being done by the En- 
loe and Frohlich agencies, respec- 
tively. Medical journals are con- 
tributing space. 
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Holeproof Branches 
Out; Adds Lotion | 
to Cut Down Runs 


MILWAUKEE, Aug. 11—Holeproof | 
Hosiery Co. has begun distribution | 
of a foot and leg lotion claimed to 
lengthen the life of women’s 
stockings. 

The lotion, Holeproof Hosiery | 
Saver, is a lanolin and olive oil | 
formula. It is introduced as a give- | 
away and also will be sold through | 
hosiery departments. Dealers are) 
offering a free bottle of the lotion | 
with the purchase of three pairs of 

/nylon hosiery. 

| No advertising has been pre- 
'pared yet. Holeproof’s agency is 
| Weiss & Geller, Chicago. 

| The lotion is being promoted as 
|a stocking saver because of its re- 
_puted properties for softening 
/rough skin areas that cause runs. 
‘It carries an American Medical 
Assn. committee on cosmetics okay. 


| Nabisco Sets Milk-Bone Ads 


| National Biscuit Co., New York, 
|has picked September for the 
‘largest promotion of the company’s 
|Milk-Bone dog biscuits in Nabis- 
'co’s history. A new tie-up with 
| Walt Disney Productions and an 
‘accelerated ad schedule are the 
|highlights of the campaign. Pluto 
‘the Pup, Disney favorite, will 
| headline a vast array of store ma- 
terial. Local radio and television 
spots will be used heavily in 
selected areas. A total of 27 mag- 
‘azines, including Better Homes & 
'Gardens, Good Housekeeping, Life 
and The Saturday Evening Post 
will pace the national campaign. 
McCann-Erickson, New York, is 
the Milk-Bone agency. 


|MAAN to Issue Bulletin 


The Midwestern Advertising 
Agency Network, 2525 Park Ave., 
Minneapolis, will begin publica- 
tion of a monthly news bulletin 
|for the benefit of its members. A 
four-page mimeographed newslet- 
'ter, the bulletin will be called 
|“MAANagement - Marketing, Ad- 
vertising and Agency News.” The 
publication will be made up large- 
ly of contributions from member 
agencies. Agencies which are pro- 
spective members of the network, 
other agency groups or business 
publications desiring to receive 
copies should address requests to 
Fran Faber at the group’s head- 
quarters. 


WGN-TV to Transmit Color 


WGN Inc., Chicago, has ordered 
from the Radio Corp. of America, 
New York, $350,000 worth of new 
television transmitting equipment 
capable of radiating color TV as 
well as b&w, and designed to in- 
crease the effective radiated power 
of WGN-TV from 29 to 316 kilo- 
watts. 
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ADVERTISEMENT 


NEW ROOM FOR TRAVEL—Advertising people 
traveling in groups between Chicago and St. Louis like 
the luxurious privacy of the new “Blue Bird Room” 
aboard the Wabash Domeliner Blue Bird. Refreshments 
and meals can be enjoyed in the “Blue Bird Room,” 


which may be reserved before train departure time with 
six to ten first-class tickets. The beautiful Blue Bird 
also features Dome seats (no extra charge), diner and 
cocktail lounge, as does the Wabash Domeliner City of 
Kansas City, between St. Louis and Kansas City. 
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Wie a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 
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Rowe & Wyman Moves 

Rowe & Wyman, Cincinnati 
agency, has moved its offices to 
3800 Reading Rd. 
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ANY OFFICE GIRL 
CAN SET FOTOTYPE! 


Anyone in your office can set perfect head- 
lines, body text, with Fototype.(A stenographer 
set this entire ad!) Cuts type costs by as much 
as 90%. Use for house organs, ads, direct mail, 
catalogs, brochures—even letterheads! Clean, 
sharp characters for offset,zines or silk screen 
reproduction. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53 today! 
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TYPES“ 


1415 Roscoe StreetSS 
CHICAGO 13 


U.H.F. Operators Ask Okay of Subscription 
TV to Compete in Areas Covere:! by V.H.F. 


New Brunswick, N. J., Aug. 12— (WELI), for vu h.f. Channel 59 in 


Four holders of u.h.f. construction 
permits have asked the Federal 
Communications Commission to 
authorize pay-as-you-see televi- 
‘sion. 

The licensees told the commis- 
‘sion that u.h.f. stations in areas 
saturated with v.h.f. stations need 
‘revenue from subscription televi- 
‘sion to make a go of their opera- 
tions. 

Leader of the group appealing to 
‘the FCC is Home News Publishing 
'\Co., holder of u.h.f. Channel 47 
-(WDHN-TV) here, which faces a 
future of competition with seven 
v.h.f. stations in an area 87% 
‘saturated with v.h.f. receivers. Co- 
‘signers of the petition are Pennsyl- 


New Haven. 

. The 15-page petition states that 
u.h.f. broadcas‘ers in v-.h.f. areas 
face “extremely serious economic 


\problems. ..which seriously threat- | 
en the future development of the 


|u.h.f. band in the television broad- 
cast service.” 

To back their contention that the 
jcountry is ready for subscription 
TV, the petitioners cite public 
opinion surveys and comments by 
‘big league baseball owners, the 
National Collegiate Athletic Assn.’s 
video committee and show busi- 
ness leaders. They also point out 
difficulties experienced by some 
u.h.f. broadcasters in competing 


‘vania Broadcasting Co. for Chan-|With established v.h.f. stations. 
‘nel 29 in Philadelphia; Stamford-| “As of July 1, 1953 all but five 
Norwalk Television Corp., for °f the 41 u.h.f. stations then oper- 


Channel 27 in Stamford, Conn., ting were within reception range 
of a v.hf. station,’ the petition 


and Connecticut Radio Foundation - 4 
continues. “Thus, since a large ma- 


y 


Compiled by 
CANADIAN 


This survey covers 62 cities from Newfound- 
land to British Columbia, and includes City, 
Provincial and Dominion breakdowns. 


All Brands with at least an indicated 1% of 
National Preference will be listed. 


For your copy write to Canadian Daily Newspapers Association, 
55 University Avenue, Toronto, Canada, enclosing $5.00 in 


cheque or money order. 


CANADIAN DAILY NEWSPAPERS ASSOCIATION 


1. H. MACDONALD, General Manager 
55 UNIVERSITY AVE., TORONTO 


Sl 
me Wit 


The 1953 Canadian Consumer Survey of Brand 
Preference of over 225 products, including 
groceries, drugs, appliances, automotive (gas, 
oil), clothing, etc., will be published Sept. 30th. 


jority of u.h.f. channel assignments 


i Eee 


THE BRANDS 
CANADIANS PREFER 


munities surrounding _ principal 
‘metropolitan areas now served by 
_v.h.f. stations, existing and pro- 
spective operators of u.h.f. stations 
‘are confronted with an extremely 
difficult problem of stimulating 
conversion by the public of v.h.f. 
‘receivers for u.h.f. reception.” 


s The problem is most acute and 
surveys show that where v.h.f. 
‘network television service is avail- 
able conversion to u.h.f. is “almost 
negligible,” the petition states. 

| According to the petition, u.h.f. 
‘stations in many metropolitan 
jareas can’t get a network affilia- 
‘tion because it’s already taken; 
ee Spee. nor is affiliation possible in fringe 
eee ca “ ‘areas where the big metropolitan 

* station coverage overlaps. 

Asserting that the future of 
many u.h.f. broadcast stations is 
in doubt, the petition declares: 
“If u.h.f. telecasting is to be a 
healthy part of a dynamic tele- 
vision industry, the u.h.f. broad- 
casters must find new ways and 
means of programming their sta- 
tions so as to provide revenues suf- 
ficient to enable a small u.hf. 
operator to match or exceed 
network programs in quality and 
thus stimulate conversion of 
v.h.f. sets.” 

To fill this need the four peti- 
tioners recommend _ subscription 
TV as a supplement to—and not a 
substitute for—‘free” television. 


Time Inc. Ist-Half Profits Gain 
Time Inc. reports an earned net 
profit after taxes of $4,716,000 for 
the first six months of 1953, com- 
pared with $4,238,000 for first half 
of ’52. Net revenue from subscrip- 
tions, newsstand sales, advertising, 
book sales, film rentals and sales 
and other transactions totaled 
$85,883,000 compared with $78,- 
631,400 for the first half of ’52. 
Net revenue figures in Time Inc. 
financial statements do not include 
commissions or discounts. Produc- 
tion, distribution, selling, editorial 
and general expenses of the com- 
pany totalled $75,751,800 against 
elaine in the similar ’52 peri- 


Direct Mail Volume Rises 
The estimated dollar volume of 
direct mail advertising during the 
first six months of 1953 was $616,- 
341,554, according to figures re- 
leased by the Direct Mail Adver- 
tising Assn., New York. This rep- 


the figures for the first six months 
mated dollar volume was $98,- 
over the June, 1952, figure of $89,- 
tion. 


Bratburd Named Ad Manager 

Lawrence W. Bratburd has been 
named advertising manager of W. 
A. Bratburd Co., Cincinnati spe- 
cialist in fine furniture and in- 
terior decorating. 


resents a gain of nearly 7% over | 
of 1952. For June, 1953, the esti- | 
874,122, a gain of more than 10% | 


120,702, according to the associa-— 


technicalities before shooting a new TV 
made by San Francisco Drug Sales Co. 


TECHNICAL—Don Flagg, head of Don Flagg Productions, San Francisco, checks 


commercial for SleepS, sedative capsules 
Looking earnestly at TV actress Yvonne 


Martin is Fred Becker, v.p. in charge of radio and TV for Umland-Eastman-Becker, 
the SleepS agency. The commercials are being used in major western markets this 


summer and will be scheduled in the East and South this winter. 


To Jackson, Haerr, Peterson 

Landon Laboratories, Kansas 
City, Mo., fish-bait odor, and Nat- 
uralife lures, has named Jackson, 
Haerr, Peterson & Hall, Jefferson 
(City, Mo., and Peoria, Ill., to han- 
dle all advertising and promotion. 
Men’s magazines and trade publi- 
‘cations are being used, plus some 
iradio and television. David L. 
Goldsberry Co., Kansas City, was 
‘the previous agency. 


Demiris to Cooper & Crowe 


Chris Demiris, formerly an ac- 
count executive of Harmon Ad- 
vertising Agency, Salt Lake City, 
has been named v.p. and partner 
of Cooper & Crowe, Salt Lake City. 

Mr. Demiris’ appointment fol- 
lows departure of Gordon Crowe, 
agency president, of New York, to 
fulfill a year’s contract with Music 
Corp. of America. 


Delbar Products to Benham 
Delbar Products Inc., Perkasie, 
Pa., has appointed Benham Adver- 
tising Agency, Philadelphia, to 
handle promotion of the Delbar 
line of automotive safety devices. 


Bissell Joins ‘The Reporter’ 

John B. Bissell Jr., formerly an 
account executive of WOR Record- 
ing Studios, New York, has joined 
the advertising sales staff of The 
Reporter, New York. 


Harvest Gold Drive 
Links Cling Peach 
Board and Pet Milk 


San Francisco, Aug. 11—Cali- 
fornia peach growers and Pet Milk 
Co. will open a six-week related- 
item merchandising campaign 
Sept. 26. 

The promotion will be built 
,around Harvest Gold peach pie, 
‘a pastry made with canned 
peaches, evaporated milk and gra- 
ham crackers. Lined up with Pet 
Milk in the campaign is the Cling 
Peach Advisory Board. 

Newspapers, supplements, maga- 
zines, radio and television will be 
/used. Point of sale kits also will 
| be distributed. The schedule calls 
‘for ads in 166 newspapers and 
‘color illustrations in American 
| Weekly, Parade and This Week. 
| On the magazine schedule are 
full-color insertions in Ebony, 
Ladies’ Home Journal, Our World 
and Woman’s Home Companion. 
| The pie also will be pushed on 
Pet’s Mary Lee Taylor NBC radio 
program, on “Truth or Conse- 
quences” (NBC) and on Ted 
Mack’s “Original Amateur Hour” 
telecasts (NBC-TV). 


PACKAGING PARADE 
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AGING PARADE 


Supplies, Services. 


ALL-Packagers . . 


ia) om on 


COSTS LESS 
PER CONTACT 

WITH MORE 
PACKAGERS 


a 


The 15,000 every-month readers of PACK- 


make 70% of the 


$7,500,000,000 annual purchases of Packages 
—Packaging Materials, Packaging Machinery, 


ONLY 1 MAGAZINE GIVES YOU THESE PLUS-FACTORS! 
970%, U.S. Circulation ... ALL-Buyers ... 


. Up to 67% more space 


per ad dollar... 


HAYWOOD PUBLISHING CO. 


22 E. Huron St., Chicago 11 
101 Park Ave., New York 17 
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Department Store Sales 


First-Half Sales Are 4% Ahead of ‘52 


WASHINGTON, Aug. 11—U. S. de- 
partment stores were basking in 
the warm glow of favorable statis- 
tics as the Federal Reserve Board 
released its half-year sales aver- 
ages here. 

The warmest rays came from the 
main figure—a 4% sales increase 
in the first six months of this year 


over the first half of 1952. There 


were other causes of joy. 


One thing was the even dis- 


tribution of the first-half gain. All 
districts shared in it except the 
New York district, which held 
The highest gain was in the Chi- 
cago district, where the big stores 
even, showing neither gain nor loss. 
racked up a 6% sales volume in-| 
crease. 

Another cause for happiness was 
that preliminary figures for July | 
showed another 4% sales increase, 
guaranteeing an extension of the 
six-month gain at least through | 
Aug. 1. 

The July gain was made in spite 
of a slight decline for the week | 
ended Aug. 1, of 1%. This was} 
the result of highly irregular sales | 
performances logged in various | 
parts of the country—from an 8% | 


DEPARTMENT STORE 


SALES INDEX 


1947-49 equals 100 


gain in the Minneapolis district to 
a 7% decline in the Richmond dis- 
trict. 
% Change from ‘52 
Federal Reserve 6 
District, Area, and City June May Mos. 
1953 1953 1953 
UNITED STATES ............. pé 1 4 
Boston District .................... 4 —2 2 | 
Metropolitan Areas 
IIE scccesesoieientcccncvanssesses 4 5 7 
Lowell-Lawrence ... 11 7 9 
New Bedford ..... 8 0 5 
II inketsucciscdsheremactees 1 0 2 
Cities 
Downtown Boston ........ 1 —4 1} 
INI sicicssnessstesicens 10 1 2 
| Een 6 —2 1 
New York District ........ 5 1 0 
Metropolitan Areas 
New York-Northeastern 
New Jersey ........0.c0 4 —1 —1 
New York City ............. 3 -3 —3 
a NR 3 4 2 
ID ieee detceiicncresescene 10 —1 4 
pS |. ae 10 —l 4 
Niagara Falls ................. 1l 2 5 
Binghamton .................... 6 0 2 
Ee ee 9 13 7 
ID cesisecicicsicsstbicciznns 9 8 8 
Cities 
IEE Gieasxsdsnninsandenantinaias 1 —4 0 
IIT sinteicskiaccbensismaicies 7 6 5 
Poughkeepsie _................ 8 6 6 
Schenectady ...............0 7 —1 2 
BE -dibudsiiinaialnninstbeisensacids ll 6 5 
Philadelphia District ........ 6 4 3 
Metropolitan Areas 
IIL: sidainiaiguninntiansinrsies 9 3 7 
III saceccscereseceanseines 10 10 6 
Philadelphia _.................. 5 4 2 
SIE. Satiardasctuassordasteraines 7 4 6 
Wilkes-Barre- 
eee é 4 —5 1 
IEE. stssncsssecsccssens ~4 4 —1 
City 
TE s tatiinbteipitinktinticmanins 14 23 «14 
Cleveland District ............ 9 5 5 
Metropolitan Areas 
I xciccrsenstatnnicintiacvin 4 0 3 
NINE asbisschdainibcuneiinnenvcal 12 5 5 
IIE. ineiscassetiinsnincsentes 11 6 8 
CIID | isccccicsesivsncsovnsnes 12 a 8) 
Springfield  ...............000. 2-4-2 
a 4 1 4 
YOungstOwn coecccccccccceeeeee 20 10 15] 
PND shasisthissiniscsirnisuiitcicasennnnews 15 8 6} 
Wheeling o..c.cccccccsessereeveves a 4 6] 
Cities | 
III: » cs csnsicsenasiebivaiebent 5 3 2) 
PRUE cccccestcecccecesces 28 28 28 
III. ciccsdsinnccnssicersvtens 7 3 2 
Richmond District .......... p—1 3 2 
Metropolitan Areas 
EE, satessetseicissccnte -—5 -—2 —1 
Downtown Wash. ........ —6 —7 —5 
BD  wiitcctiladnsccesscinnens —2 1 0 
PS ee 6 0 2 
I siicieiimcidecnnanciates —4 4 3 
Winston-Salem. ............. 0 13 7 
Charleston, S. C. ........ p—1ll 1 5 
CII ccsiconinccisun . 1 17 7 
SED © stiniscinivvisscnriins p3 10 9 | 
Norfolk-Portsmouth p—3 7 5 | 
INE, siiicisdocvedenbeamvacdiaes —3 4 1 
Roanoke ......... . naa 5 11 7 
Charleston, W. Va. ..... 2 2 6 
Cities 
Spartanburg —2 —11 0 
Lynchburg ............ ‘ 4 7 4 
Newport News ..... . — 9 3 1 
Huntington .............. 0-6-2 
Atlanta District ........ pl 3 4 
Metropolitan Areas 
Birmingham .................. 2 -—2 3 
(a E 3 14 14 
Montgomery ................. ’ 5 6 7 
Jacksonville _................. —12 3 —2 
Miami a“ 3 + 6 
COERIIIIED . cantgereinttttrinens p4 2 5 
St. Ptrsbg.-Tampa sonnet’ 5 3 5 
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Appoints Cummings, Brand 
Central Stamping & Mfg. Co., 
|Polo, Ill., has appointed Cummings, 
|Brand & McPherson, Rockford, IIl., 
ito handle advertising and promo- 


Silk Screen Printer Bows 


| Ad Club Handles Charity Drive 


Kenn Equipment Co., a division) The « 
of Podger Silk Screen Industries, | nati will again handle the adver- 
Philadelphia, and Inman Mfg. Co.,|tising for the 1954 Community 
Amsterdam, N. Y., have developed Chest campaign. William Grover 


a new silk screen printer. The new 
press is designed to handle all 
sizes of sheets up to and including 
sizes 44x64” and card stock. A 


new principle of feeding and re-| 


The Advertisers Club of Cincin- 


of the advertising department of 
H.&S. Pogue Co., department 
store, will head the display com- 
mittee. Edward Hogetts, sales pro- 
motion manager of Cincinnati Gas 


tion for its Beautaire division moving the sheet will enable one & Electric Co., will a general 
which will introduce its Beautaire Worker to handle me spesations, — of publicity and promo- 
’ “air conditioned” hair dryer for and speeds vary from ol, ion. 
Week to Aug. 1, oe ‘beauty salons. A sales kit will be|an hour, depending on the size of 
Week to Aug. 2, 52 pe 87 used along with consumer litera-|the printing area, according to the Norris to City Meter-Ad 
Week to July 25, ’53*....83 ture, window decals and newspa-| designers. James A. Norris, formerly v.p. 
Week to July 26, °52*....79 per ad mats. of sales and-advertising of Norco 
Week to July 18, '93*....84 Headley-Reed TV Gets Two Mfg. Co. and marketing consultant 
Week to July 19, 52*....82 Father's Day Council Elects Headley-Reed TV has been ap- of General —s mi ta od 
*Not seasonally adjusted. Barry T. Leithead, president of| pointed to represent KETX-TV, Pate be t : Ad CORD. Rew York 
pPreliminary. Cluett, Peabody & Co., New York,| Tyler, Tex., and WJPB-TV, Fair- 0! “ity Meter- ih ; 
has been elected the new president | mont, W. Va. KETX-TV _~ be- 
of Father’s Day Council Inc., New| gin operations in late August; 

}| York. WJPB-TV expects to go on the air SIGNS OF LONG LIFE“ 
next February. FOR QUANTITY BUYERS 
Atlanta... 9 gg | 20hrt Joins Hollingbery THE ARTKRAFT® SIGN CO. 
Ce —17 -—2 -—4 Walter S. Zahrt, formerly with Lettering Art Studio Moves 
— sessscecesnseesesensen p—5 —1l —3)Tracy-Locke Co., has been added} Lettering Art Studio, Chicago, | € ij Arthraft® Menvtecturing Corporation 
oon eager ~; 2 ${te the San Francisco sales staff|which offers a complete lettering | 900 Gy Si, than, Cite, BSA, 
Baton — 9 4 12|0f George P. Hollingbery Co., ra-| service for agencies, has moved ba “Trademarks Reg. U.S. Pet. Of. 
New Orleans... ps 3 6| dio-TV station representative. 230 E. Ohio St. 
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Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


" POSITIONS WANTED 


MARKET RESEARCH TRAINEE 


DRAGNET! 


8 WANTED 


NG MANAGER 

As A.M. for Natl. (fgr. past 5 years sales 
| increased 35% - ad expenditures reduced 
| 1%. Experienced 111 media. Salary re- 
| quirements realis'c. Age 35. Available 
Sept. 1. Box 5895 ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

JR. ACCOUNT EEC. Age 27. Business 
administration a:d engineering honor 
graduate. Just roi nding out six years of 
planned, diversified advertising back- 
ground as preparstion for account serv- 
| icing. Experiencec in all phases of out- 
door for national :dvertisers. In addition, 


POSITIO 
ADVERTIS 


Young Man, College Education. Start at I was working the day watch. Chief said | offers a sound, broad base of agency ac- 
bottom with Mktg. Research Agency. Op-| sales promotion but meant product de- tivity in traffic, national merchandising, 


portunity unlimited. Chicago. 
Box 5885, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover %-4424 

BANKERS BLDG. 
OPPORTUNITY—Self-Starter can build 
fine business within our growing OUT- 
DOOR ADVERTISING organization. For 
information write SALE POINT POSTERS, 
INC., 353 West 57 Street, New York 19. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
176 W. Adams Street 
CHICAGO AREA SPACE SALESMAN 
Need energetic, creative, industrial trade 
journal space salesman. Present area 
billings of $2,000 a month can be doubled 
by a salesman who is more than an order- 
taker. This is an opportunity for a good 
man with top references. 
Box 5890, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 

209 S. State St. Ha 17-1991 Chicago 


AN EASY, PROFITABLE SIDELINE! All 
your customers buy Christmas Cards—for 
business and personal use. Here’s a unique 
gallery of personalized Christmas greet- 
ings for those who want “something dif- 
ferent.’’ No other line like it. Selection 
of 126 exclusive designs, including 26 
especially for business firms - all with 
customers name. Wide price range. Up to 
$5 to $75 commission on each sale. Full 
or part time. For elaborate sample outfit 
from famous old-established firm, write 
PROCESS CORP., 1950 S. Troy St., Dept. 
TP, Chicago 23, Ill. 
FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
PERSONNEL ‘ 

All t of positions for men and women. 
185 NW. Wabash Fr 2-0115 Chicago 
RADIO-TV DIRECTOR 
Experienced creative man, with contacts, 
to head growing department in well-rated 
Chicago agency. Unusual opportunity for 
man who can develop new business. Con- 

fidence respected - write fully. 
Box 5881, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING - SALES - PROMOTION 
Quality jobs for qualified men and women 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 - Chicago 


PROMOTION MANAGER 


National poster advertising organiza- 
tion seeking experienced Sales Pro- 
motion man to ote med neces ee | 
aper copy, supervise research an 
oier nuihenel activities. Age 25 
ooueey $5,000 to $7,000. 
Box 605, DVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Chicago 3, Ill. | 


velopment. So, my jeb: find a station 
| heading up sales promotion dept. for small 
| mfr. or as assistant to one of the hottest 
| sales promotion men in the field. Have 
| solved tough cases with creative imagina- 
| tion, capturing profitable ideas with copy 


CHICAGO 11, ILL. 4nd layout. Former chief wrote: ‘You. 


| originated sales and promotion ideas 
| which proved their worth... and helped 
| build our reputation.” 4 years outside 


sales, college (advg. & mktg.) and me- | 
| chanical knowledge have aided sleuthing. | 
| Prefer Chicago stakeout but will relocate. | 


Got any clues? Phone EUclid 6-3912, 
Oak Park, Ill., or write Box 5893, ADVER- 
| TISING AGE, 200 E. Illinois St., Chicago 
111, I. 
RADIO-TV PRODUCTION AND COPY 
Ambitious and industrious young man de- 
| siring immediate permanent position in 
| radio-tv. Three years experience in field 
| with special emphasis on commercial 
copy, publicity and production. Presently 
employed by 4-A agency. 

Box 5887, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


I CAN BRING over twenty years of valu- 
able food, medical, publication promotion 
and general industrial account planning, 
writing and executive experience to some 
well financed small or medium size agen- 
cy or manufacturer in the South or South- 
west. 

Box 5889, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 
ATTENTION CONNECTICUT FIRMS 
YOUNG (30) EXEC.-TYPE AD MAN 

Noted for imagination, originality. Now 
(2% years) gen. mgr. mid-East retail 
firm $1,250,000 ann. sales. Supervised $60,- 
000 adv. budget previous 3 yrs. Selling 
exp. adv. agency exp. Hvy. exp. automo- 
tive field. Ohio State marketing grad. 
Outstanding personality. Desires rear fam- 
ily SW Conn. Plans trip to Conn. soon for 
interviews. 

Box 5894, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


WORKING EDITOR, 5 years farm trade 
magazines, 2 years papers. Seeks chal- 
lenge, change. Offers enthusiasm, ability. 
Writing, layout, production know-how. 
USC grad., SDX member, 31. Available 
Sept. 15. Los Angeles only. 

Box 5891,, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
PRODUCTION MANAGER WANTS OUT! 
Willing to start at bottom for chance at 
Ass't. A.E. job. Over 5 yrs. agcy. exp. all 
types of acounts. Know agcy. operation. 
PhB degree. Married. 

Box 5888, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


TOP SALES PROM. MGR. & 
MERCHANDISER AVAILABLE 


Wealth of experience in Agricultural, Chemi- 
cal Food and Farm Squipment fields, 


as a merc ° evelor it d ‘‘fol- 
low thru’’ on national sales promotions, 
training men in the field, sales meetings, 


shows, customer-dealer relations. A per- 
sonable, able PRODUCER with drive and ad- 
ministrative ability. F 
appointment, contact 
DICK PERSONNEL, 20 E. 
Webster 9-4005. 


Jackson, Chicago, 


Can You Write Copy 
That Will Make People 
Fill Out Coupons 

And Mail Them? 


If so, write box 606 immedi- 
ately, and you have a real 
job for yourself, with an 
opportunity for quick 
advancement. 


Box 606 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


DOG FEED 
MERCHANDISER 


Man 27-40 experienced in 
merchandising dry dog food. 
Prime interests in market- 
ing and merchandising; sec- 
ondary interest in creative 
ideas. Field work develop- 
ing and testing plans to in- 
crease sales through estab- 
lished retail dealers. Write 
complete details to A. W. 
Moise 

PURINA MILLS 

Checkerboard Square 
ST. LOUIS, MO. 


Two of our clients in the 


Write a comprehensive 


and mail it to 


185 North Wabash 


2 ADVERTISING MANAGERS WANTED 
Exceptional Opportunities 


tising managers — top-rank companies. Both jobs 
offer broadest responsibilities. Salary open. Age 28 to 
36. Both specifications flexible for the right man. 


experience, education and significant personal facts; 


Mr. Wm. A. Marsteller 
MARSTELLER, GEBHARDT AND REED, INC. 


Chicago area need adver- 


Data Sheet covering your 


Ave., Chicago 1, Ill. 


| client-sales contacts, with emphasis on 
| food and beer accounts. Now ready to 
|match preparation and experience with 
|larger opportunity in strong creative 
| agency in major market. 

| Box 5892, ADVERTISING AGE, 

200 E. Illinois St. Chicago 11, Ill. 

| TEXAS OR CALIF. look good. Adv.-SP 
man since °37. Ideas. Art Direction, Lay- 
out, Copy Leads, TV-Radio, Photog, Pro- 
| duct’n. 37 yrs., 2 dependents, making 
near $10 Gs. Box 5886, ADVERTISING 
AG,E 200 E. Illinois St., Chicago 11, Il. 


EXPORT ADVERTISING MAN 
| Intimate knowledge of all European coun- 
| tries west of Iron Curtain. Experienced 
| in consumer goods and services; Ad Copy 
| - Sales Promotion - Market Data. Six 


| 


| free to travel and relocate. $10,000. 
} Box 5884, ADVERTISING AGE, 
| 200 E. Illinois St. Chicago 11, Ill. 


MISCELLANEOUS 


Advertising Age, August 17, 1953 


You Oudgtt Ke > Kuow « » James B. Shores 


A single question back in 1926 
altered life’s course for James B. 
Shores, director of employe-public 
relations of the Texas & Pacific 
Railway and president of the Rail- 
road Public Relations Assn. 
Jim Shores was a general agent 
of the Texas & Pacific at the time, 
with headquarters in Atlanta. 
Among his clients were a consider- 
/ able number of furniture manufac- 
turers in the Southeast. One day a 
| High Point, N. C., furniture man 
| asked him, “How are crop condi- 
| tions in Texas?” Mr. Shores didn’t 
know, but he knew how to find out. 
| He reasoned that if crop condi-| 
| tions in Texas were of interest to) 


B. Shores 


James 


languages, PhD in economics, single, 30, | 


| GOOD PROFIT ITEMS WANTED for mail 
| order sales. Desire Exclusives or adver- 
tising allowance if possible. W. A. Moore, 
9814 McMillan Ave., Silver Springs, Md. 


WANT TO CUT YOUR RENT? 


Active, One-Man Agency, highest 
references, desires one spacious or 
two small private office(s) with es- 
tablished, reliable NYC agency. Pre- 
fer to share secretarial services, yet 
retain own identification. Occasion- 
al mutual co-operation considered. 
Call: CHelsea 3-0984. 


PUBLICATION SPECIALIST 


Thoroughly experienced writer, edi- 
tor, sales-promotion executive avail- 
able for Chicago, Midwest area. Ex- 
cellent background and trade-con- 
nection resources. Currently con- 
nected, resigning Sept. 30. Seeking 
particularly an aggressive publisher 
in trade or vertical field who wants 
reliable talent and can pay for it. 
Would consider combined editorial- 
advertising representation. 


Box 604 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IIl. 


ARTIST WANTED! 


Chain of stores in South of- 
fers excellent opportunity. 
Should be moderately expe- 
rienced in retail layout, 
knowledge of type and recog- 
nize a good opportunity. We 
prefer a young man. Moder- 
ate salary to start. Excellent 
future. Box 601, ADVERTIS- 
ING AGE, 200 E. Illinois St., 
Chicago 11, IIl. 


WE WANT YOU! 


... if you are a versatile, seasoned sales 
promotion writer who writes-to-sell—if 
you can express your ideas forcefully in 
rough-rough visuals (‘‘copywriter layouts’ 
are adequate)—if you can think to bring 
out the merchandising ‘‘meat’’ of the as- 
signment. Experience in major appliance 
selling materials slanted toward both the 
dealer and the consumer will be helpful, 
but not essential. This copy writing posi- 
tion is with the growing Detroit Head- 
quarters staff of top-ranking national 
manufacturer. Good salary, good future, 
good job for a good man. Expenses paid 
for interview in Detroit if you sell us with 
your letter (please state salary required; 
enclose resume and non-returnable snap- 
shot). Our employees know of this adver- 
tisement. Box 603, Advertising Age, 200 
E. Illinois St., Chicago 11, Il. 


FOR SALE 


_Two contemporary homes 
(Jackson and Callander, ar- 
chitects) also 30 x 20 modern 
kennel radiant heating situ- 
ated in six acres secluded 
woods of oak and dogwood 
yet railway station less than 
mile away. Syosset, Long Is- 
land. For further information 
telephone Syosset 6-2048-J. 


/one shipper, they would be of in-. 


| terest to many others. So he wrote 
the Texas State Department of 
Agriculture for information per- 
taining to the condition of crops 
and business in general in the Lone 
Star State. 

After receiving the information, 
Mr. Shores condensed it into short, 
readable paragraphs and _ sent 
copies of the little typewritten 
newsletter to some 50 shippers. 


a He began to gather information 
for clients who were interested in 
other areas. News from California 
and other states was included and 
Mr. Shores began to mimeograph 
his newssheet. Heavy demand for 
copies forced him to buy a multi- 
graph machine, and eventually he 
was getting bids from printers. 

Within a few months, copies 
were going to a mailing list of sev- 
eral thousand T&P customers. The 
publication now had a name— 
“Tee-Pee Flashes’—and Jim 
Shores, after a fashion, was in the 
publishing business. 

He knew a good thing when he 
saw it. He liked what he was doing, 
and he wanted to do it better. At 
this point in his career, he began 
to read avidly. He bought a copy 
of “Buelah’s English Grammar” 
and studied night and day. He still 
has it and wouldn’t part with it. 

He began taking correspondence 
courses from Columbia University. 
He studied English, journalism, 
economics, psychology and sociol- 
ogy. 


s He started to apply his newly 
acquired knowledge to his pub- 
lishing activities. Sensing that his 
readers were getting tired of “the 
same old thing,” he changed the 
format and began to put in squibs 
of marketing and economic in- 
terest along with business fore- 
casts. 

He created a character whom he 
called “Colonel Shinn” to inject 
humor into his journal. Says Mr. 
Shores of Shinn, “He could get 
by with saying lots of things I 
couldn’t.” On his many trips 
throughout the Southeast, Shores 
was affectionately greeted with 
“Hello, Colonel Shinn.” Today he 
is still called “Colonel Shinn” by 
many of his old friends. 

Metropolitan daily newspapers 
often quoted “Tee-Pee Flashes.” 
The New York Times has used as 
‘many as four “Tee-Pee” stories 
in a single issue. 

Mr. Shores was unknowingly 


| 
| 
| 


|setting the stage for greater as-| 


| Signments. His philosophy along 
this line is simple: “I have always 
'tried to do my very best. I am a 
firm believer that when opportu- 
nity knocks, one must be ready to 
meet the challenge.” 


® In August, 1945, the challenge 
‘came. 
| At the Texas & Pacific a new de- 
partment was created—employe- 
/public relations—and William G. | 
Vollmer, the new T&P president, 
looked around for a man to run) 
it. He didn’t look long. Jim Shores 
'was his choice. 

Mr. Shores has been responsible 
‘for many innovations on the T&P ' 


line. He is the man who started 
\the “coffee on the house” plan by 
'which passengers are served free 
.coffee twice daily. He instituted 
‘the railroad credit card, making 
ithe T&P the first rail line in the 
Donec to put travel-on-credit into 
effect. 

His responsibilities include the 


Texas & Pacific advertising pro- 


| 
| 


| gram. 
His “Work, Save, Vote and 
|Pray” and “The Four’ Great 


Faiths” ad campaigns are stories 
|in themselves. On the latter pro- 
gram, requests for approximately 
3,000,000 reprints and pamphlets 
were filled in less than nine 
months. These two programs have 
won three Freedoms Foundation 
awards. 


# Jim Shores gives credit for any 
progress he has made to a “good 
and understanding wife.” His 
three grandchildren visit them 
often in Dallas and Mr. and Mrs. 
Shores spend most of their leisure 
time with them. 

He has come a long way since 
leaving his father’s farm down in 
South Carolina. And he has moved 
steadily ahead in his chosen field 
from a start as a telegrapher at a 
small railway station at Fair- 
forest. 

He sums up his life’s goal this 
way: “It’s awfully important to be 
happy. And to be happy, you must 
have something to do, something 
to love and something to hope for.” 

Many of Jim Shores’ friends say 
he has all three. 


Coast Magazine Reps Elect 


Gordon Cole, president of Blan- 
chard-Nichols, has been elected 
president of the Magazine Repre- 
sentatives Assn. of Southern Cal- 
ifornia, Los Angeles. Other officers 
elected are Brian Harvey, West- 
ern Advertising Agency, Los An- 
geles, v.p.; Bob Whaley, Whaley- 
| Cahill Co., treasurer; Bill Wools- 
| ton, Ralph W. Harker & Associates, 
| secretary, and Wentworth Green, 
assistant secretary. 


Three TV Stations Join ABC 


_ Three television stations have 
joined the TV network of Amer- 
ican Broadcasting Co., New York. 
They are KOAT-TV, Albuquerque, 
N. M. (on or about Sept. 1); 
| KOMU-TV, Columbia, Mo. (on or 
| about Oct. 1), and WHEC-TV and 
WVET-TV, Rochester, both shar- 
ing Channel 10 (on or about Dec. 
1). Total number of ABC-TV out- 

| lets now numbers 146. 


| Bell Promotes Seasoning 


| William G. Bell Co., Boston 
maker of seasoning and prepared 
stuffing, is opening a drive in 40 
newspapers throughout the U. S. 
/and in eight women’s service mag- 
| azines to promote its seasoning and 
|ready-mixed stuffing. The promo- 
tion will continue through Decem- 
ber. H. B. LeQuatte Inc., New 
| York, is the agency. 


Weed Appoints Metcalte 

Edwin C. Metcalfe, previously 
of KECA-TV, Los Angeles, has 
been added to the Los Angeles 
sales staff of Weed & Co., radio-TV 
station representative. 
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Doom Faces Industrial Stores Unless 
They Merchandise Better, Hess Says — 


WASHINGTON, Aug. 11—An inde-| 000 industrial stores represent an | 
pendent retailer warned industrial|important retail factor in the. 
store operators today that they | American economy, Mr. Hess said | 
are facing doom unless they adopt that sales by these stores recently 
modern merchandising methods | had dropped from about $2 billion 
' and become more promotional |annually to about $1.6 billion. 

‘ minded. 

' In a prepared address delivered 
at the 27th annual conference of 
National Industrial Stores Assn., 
Max Hess Jr., nationally known 
Allentown, Pa., retailer, said in- 
dustrial stores are far behind inde- 
pendents in “modern sales, mer- 
chandising and advertising meth- 

ods.” 

; The address was delivered by 
' Edward Carroll, sales promotion 
' manager of the Hess store. Mr. 


} 
} 
} 
j 


a “Not long ago,” he said, “I 
dropped in for a talk with the 
manager of a _ small industrial 
store. It was in a coal town. His 
volume had dropped. I asked him 
why. He answered, ‘We're primar- 
ily in the coal business. As coal 
goes, so we go. Give us a bad year 
in the mines, and we have a bad 
year in the store.’ 

“I think that type of philosophy 
is outdated,’ Mr. Hess said. “In- 


Hess was unable to attend the 
meeting. 
Pointing out that more than 4,- 


dustrial stores can no longer af- 
ford to feel themselves alone and 
dependent on a single industry. 
The industrial store has to stop 
thinking of itself as a different 
kind of store. If it’s going to com- 
pete with the rest of us it has to 
roll up its sleeves and get to work 
with modern methods and modern 
sales appeals. 


. ea 


pf The TEN Plan 


ws “When I asked the manager of 
the store I visited what he did 
about advertising, he said, ‘Why, 
mostly it’s handbills.’ I asked him 
if he didn’t go into local news- 
papers, and he said, ‘Only once in 
a while.’ 

“It happens that independent 
merchants believe in the value of 
newspaper advertising. Depart- 
ment stores flood newspapers with 
the story of what they have to sell 
because they have found this is 
the quickest and most effective 
way of selling goods. 


“Since industrial stores now 
have to compete with indepen- 
dents,’’ Mr. Hess said, “I’m afraid 
they’ve got to compete on the same 
terms. 

“I know perfectly well,” he 
said, “that a small industrial store 
in a community of 500 cannot 
launch a newspaper campaign that 
will compete with that of a $10,- 
000,000 a-year department store in 
a nearby city. 

“But I also know that the small 
industrial store is often part of 


“YOU DON’T NEED A WITCH HAZEL WAND 
OR A GEIGER COUNTER TO UNCOVER HIDDEN 
PAY DIRT WITH THE IEN PLAN.” 


“inds and sells 
new markets! 


ndustrial Equipment News will find 
ou new customers, new markets, and 
ielp you to keep them. 


New products, new applications, come 
o fast that, no matter how efficient a 
sales department may be, it is impos- 
sible to keep up with potential buyers 
vithout a systematic, all-inclusive 
wcating device. 


The device, IEN, is already here and 


t ; ; . . _ 
functioning successfully. those stores are concentrated in a 


single region. And as a chain, as 
a group, they can certainly go into 


You start with your 62,000 best pros- 
ects, all selecting, specifying or pur- 
‘hasing officials in active, well-rated 
ants in 28 industries. A few thou- 
and consultants and government 
fficials are included. 


Every month you lay before this res- 
prvoir of buying power an illustrated 
nd indexed description of your 
roroducts. Each of these users is look- 
ng for products just as fervently as 
you are looking for new customers. 
suying action from new customers, 
yerhaps in unsuspected industries or 
lepartments, results. 


That’s IEN! And the cost is only 
21,800 a year for 62,000 monthly 
balls; less than %¢ per call. 


Hess said. ‘‘Today’s independent 
merchants are doing their best to 
draw your customers into their 
stores. Your job is to draw the 
customer back. Not only that, but 
if you hope to increase sales you’ve 


to your stores. 
“I know of only one road that 
leads to this end: To compete not 


vertising and promotion. 

“Why do I, an independent,” Mr. 
Hess asked, “urge industrial stores 
to do this? 

“The answer is simple,” he said. 
“This country has grown to be the 
most prosperous in the world be- 
cause we have always believed in 


, TO HELP YOU SELL, ASK FOR: © 


actly such competition that brings 
out the best in us and at the same 
time stimulates business for every- 
body. None of us has reason to 
fear it. Business is never better 
in Allentown, for instance, than in 
those weeks when all stores adver- 
tise big sales. 

“In a nation that spends some 
$250 billion a year in the retail 
market there 


Thomas Publishing Compony = | worried about competition. It has 


461 Eighth Avenue, New York 
and I agree with that implicitly.” 


Slater to Wesley Associates 
Wesley Associates, New York, 
has been appointed to direct ad- 
vertising for J. & J. Slater, New 
York maker of women’s shoes. 
Wendell P. Colton Co. formerly 
had the account. Alice Dowd, pre- 
viously with J. Walter Thompson 
Co., has joined Wesley as an ac- 


‘count executive on fashion ac- 


counts and will handle Slater ad- 
vertising. 


Broil-Quik Plans Campaign 
Fall campaign plans for Broil- 
Quik Co., New York maker of in- 
fra red broilers and rotisseries, in- 
clude full-page four-color ads in 
Good Housekeeping, Ladies’ Home 
Journal, The Saturday Evening 
Post and Sunset Magazine, tele- 
vision participations, subway car 
cards and point of sale. Zlowe Co., 
New York, handles the account. 


Wool Bureau to Dreher 

The Wool Bureau, New York, 
has appointed Monroe F. Dreher 
Inc., New York, to develop an ad- 
vertising and merchandising pro- 
gram to tell consumers about the 
advantages of wool for both men’s 
and women’s clothing. 


Casurella Joins Abbott Burke Appointed Ad Head 

Robert Casurella, formerly with, _ George A. Burke, formerly as- 
the advertising department of Wie-| sistant editor of Modern Materials 
boldt Stores Inc., Chicago, has| Handling, Boston, has been ap- 
been named a copywriter for Ab-| pointed advertising manager of 
bott Laboratories International Co.,|the Boston Gear Works, Quincy, 
Chicago. Mass. 
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Lt 57% 


OF QUAD-CITIANS 
% live on the 


Illinois Side in 


ROCK ISLAND 
MOLINE 
EAST MOLINE 


They read these newspapers: 
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a chain or a syndicate. Frequently | 


a newspaper that covers their area. | 


s “Let’s be frank about this,” Mr. | 


got to get some of our customers 


only in quality of merchandise and. 
in price, but to compete also in ad-| 


open and free competition. It is ex- | 


is enough to go. 
around for all of us. So I’m not. 


j been called the nation’s lifeblood, | 
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CHANNEL 


ae 


START 


HIGH IN THE AIR 


2380 FT. ANTENNA ABOVE DENVER 


H | GH in facilities .. . operational know-how 
... trained personnel 


HIGH in coverage of the lush market on 
Colorado’s Rich Eastern Slope. 


HIGH audience “Pull”... with CBS Television 
plus KLZ’S traditional local programming. 
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ALADDIN 
RADIO AND 


CBS TELEVISION 


TELEVISION, INC. 


DENVER 
See your KATZ man 
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256,907,929 * 
Retail Sales 


*N. C. Dept. of Revenue, 
Fiscal Year Ending June 30, 1952 
(Not an Estimate) 


WINSTON-SALEM 


JOURNAL and SENTINEL 


SUNDAY 


CITY-ZONE 


POPULATION 


Only one paper serves this 
busy, prosperous city which is 
the hub of a 9-county trading 


‘tional Assn. of Retail Grocers. 


Self-Service Meat Departments in Grocery 
Stores Are Growing Rapidly, Norgus Finds 


Cuicaco, Aug. 11—Grocers are cellophane only and 3.8% use plio- 
switching over to self-service meat film only. For poultry, 80.8% use 
counters at a faster clip than ever, cellophane on y; 15.4% use plio- 
according to “The Nargus Bulle- film only and 3.8% use polythene 
tin,” official publication of the Na- only. None of the completely self- 
| service meat departments, the sur- 

The bulletin reports in a survey vey stated, use more than two 
published in its August issue that | wrapping materials. 
slightly more than half of the Nar-| Complete figures of the survey 


gus members, 50.3%, are convert- may be had by writing the associa- | 


| 


ing at least partially to self-service tion at 360 N. Michigan Ave., Chi- 


in their meat departments. 
It attributes this growth of self- 


| cago 1. 


service in part to the fact that cel- | Ford Appoints Sonnecken 


lophane is now back on the mar-| Edwin H. Sonnecken, formerly 
ket in plentiful supply. | Manager of tubeless tire sales of 
A percentage breakdown of the B. F. Goodrich Co., Akron, has 
meat retailing operation of Nar-| been appointed manager of con- 
gus members showed that 12.5% | Sumer research of Ford Motor Co, 
have meat departments completely Detroit. Mr. Sonnecken will super- 


net vise customer surveys and market 
self-service; 37.8% have meat de-| studies on a nationwide basis un- 
partments that are semi-self-serv-| ger R. J. Eggert, manager of the 


ice, and 49.7% have meat markets program planning department. 
operated on a service basis. 


Harkavy Opens Own Service 


@ The survey also reveals that Howard A. Harkavy, formerly 
meat departments do a larger|account executive pi specialist 
share of the store’s dollar volume jin printed promotion with G. M. 
when operated on a self-service or ‘Basford Co., New York, has opened 
even a_semi-self-service basis. his own office at 341 Madison Ave. 
Also, Nargus members have been He will specialize in printed pro- 
most aggressive in converting to motion for industrial advertisers 
self-service meat in areas where |®9d will provide complete plan- 
meat sales are largest on the basis mm research, copy, artwork and 
of population distribution.- (pelea 


In determining what wrapping| Kent Named Simmon Ad Head 
materials are being used for each Howard Kent, formerly assistant 
of the four basic kinds of meat/aqvertising manager of Peerless 
products, the publication found Camera Stores, New York, has 
that 86.2% of the self-service meat been appointed advertising man- 
departments use cellophane only ager of Simmon Bros. Inc., Long 
for fresh meats; 10.4% use plio- Island City manufacturer of Ome- 


film only, and 3.4% use both cel- 84 photographic enlargers and ac- 


lophane and pliofilm. For smoked |°®SS°res- 


meats, 75% use cellophane only; " 
10.7% use pliofilm only; 7.1% use| Greet-o-Mat Names Miller 


P | Greet-o-Mat Inc., New York 
cryorap only; 3.5% t. —— /manufacturer of vending machines 
only, and 3.7% use both cello- for greeting cards, has named Mil- 
phane and pliofilm. ler Associates, New York, to han- 
For cooked meats, 96.2% wse dle its advertising. 


PEOPLE IN OAKLAND 
READ THE TRIBUNE 


...and shop in the 


OAKLAND 
MARKET 


ONLY ONE PAPER DOES THE JOB 
IN THE METROPOLITAN OAKLAND 
AREA’S ENTIRELY SEPARATE MARKET 


sin ae: oe 


REALLY COOL—Oertel Brewing Co., Louis- 
ville, uses this etched glass “block of ice” 
in a new point of sale piece for its ‘92 
beer. The agency is M. R. Kopmeyer Co. 


Office Management 
Assn. Asks Revamp 
of Letter Makeup 


New York, Aug. 11—The Na- 
tional Office Management Assn. 
is campaigning for a simplified let- 
ter form which lines up every- 
| thing—date, address, paragraphs 
and signature—on the left margin. 

“Every important feature of a 
letter arranged in this way,” the 
association says, “is on a flag pole. 
In a pile of papers, by lifting the 
left edge of the covering page a 
little, all the reference information 
springs into view.” 

The conventional letter which 
follows a zig-zag course is time 
wasting, inconvenient and sloppy, 
the association complains. 

“A basic motion unit analysis of 
the typing alone on a 96-word let- 
ter,” the association says, “proves 
a saving with the simplified letter 
of over 10.7%.” 

Most people will resist the 
change at first, says NOMA. How- 
ever, it adds, they will like it after 
they have tried it because the new 
letter makeup is easier to read, 
type, file and find. 


WBBM, Chicago, Boosts Hein 


Art Hein, radio sales service 
manager of WBBM, Chicago, has 


PRET WHREPRO TO cree wenie werrte Peaes. Gmrenee BATT BEWE Fentiee 


klandi@e Tribune 


been promoted to merchandising 
‘manager of WBBM-TV. Ed Cotter, 
iformerly midwestern division 
‘manager of Storecast Corp., Chi- 
‘cago, succeeds him. 
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Stetson Will Use 
‘Holiday’ and ‘Time’ 
for Fall Hat Drive 


PHILADELPHIA, Aug. 11—John B. 
Stetson Co. will launch its fall 
weight hat campaign in October to 
run through Christmas, utilizing 
the theme: “The Stetson is part 
of the man.” 

The company, highly enthusias- 
tic about reception of its summer 
straw hat this year, is already tell- 
ing retailers about a heavy spring 
and summer ad campaign for these 
hats in 1954. 

The fall drive will include 11 
color ads in Holiday and Time, to 
include seven full-color pages and 
a special pre-Christmas gift drive 
built around four ads in the Dec. 
14 issue of Time. 


® The first ad will appear in the 
October edition of Holiday to pro- 
mote the Stetson Imperial Bantam. 
The ad is headlined “lighter than 
air” and shows a color illustration 
of balloons and full-color repro- 
duction of the hat. 

Stetson western style hats will 
be promoted with 19 ads in seven 
western magazines, including Cat- 
tleman, Dude Rancher, Hoofs & 
Horns, Horse Lover’s, Horseman, 
Western Horseman and Western 
Livestock Journal. 

Kenyon & Eckhardt, New York, 
is the agency. 


Meat Packers Expand PR 


The Western States Meat Pack- 
ers Assn., San Francisco, is initi- 
ating a new cooperative public re- 
lations program in the nine west- 
ernmost states. Part of the program 
will consist of the distribution of 
aluminum poster holders to be 
fastened to delivery trucks. These 
posters will carry institutional ad- 
vertising distributed by the asso- 
ciation and renewed every month 
or six weeks. The first of the post- 
ers will be distributed in Septem- 
ber. 


Appoints Campbell-Ewald 


General Shoe Corp., Nashville, 
‘has appointed Campbell-Ewald, 
\Chicago, to handle the advertising 
‘of three divisions—Hardy shoes, 
‘Holiday (women’s line) and Bell 
‘Bros. The Chicago branch has been 
handling advertising of the Flagg 
shoe division of General Shoe. 
Promotion will begin in late fall 
or early 1954. 


\ 
\ 
\ 
\ 
\ 
‘ 
‘ 
\ 
‘ 
\ 
\ 


mechanical skill 


is a misnomer when applied to fine 
photoengraving. . 
justifies its cost is the work of skilled eyes 
, and hands. No machine or mere 


. for the quality which 


can produce photo- 


‘ 

7 

‘4 engravings worthy of the best national 
\ 


\ 
‘ 
\ 
4 


advertising. We feel that our work is 
a creative contribution to the 
quality of advertising. 


COLLINS, MILLER & HUTCHINGS, INC. 


207 NORTH MICHIGAN AVENUE. CHICAGO 1 
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ANPA Lists 221 Newspapers 
with Less Than 12-Pica Columns 


New York, Aug. 13—Reductions 
in column widths below 12 picas 
have been made or are definitely 
planned by 221 members repre- 
senting more than 50% of the to- 
tal membership circulation of the 
American Newspaper Publishers 
Assn. 

The ANPA this week issued a 
listing of those newspapers, 
grouped according to measure- 
ments down to 11 picas. Here is 
the list: 


8-COLUMN PAGE 
11 Picas, 11 Points: 


San Antonio Express ana News. 


11 Picas, 10 Points: 


Independent, Richmond, Cal. 

Salinas Californian 

Day, New London, Conn. 

Times-Republican, Marshalltown, Ia. 

Times, Bay City, Mich. 

St. Louis Globe-Democrat (Also consid- 
ering further reduction to 11-6). 


# 11 Picas, 9 Points: 


Tucson Citizen 

Tucson Star 

Gazette, Berkeley, Cal. 

Valley Times, North Hollywood, Cal. 

Oakland Tribune 

Times, Palo Alto, Cal. 

Telegram-Tribune, San Luis Obispo, Cal. 

Press Democrat, Santa Rosa, Cal. 

Hartford Times 

St. Petersburg Times 

Tallahassee Democrat 

Cedar Rapids Gazette 

Courier-Journal and Louisville Times 

New Orleans Item 

Boston Globe 

Boston Post 

News, Framingham, Mass. 

Gazette, Haverhill, Mass. 

Grand Rapids Herald 

Grand Rapids Press 

Kalamazoo Gazette 

Chronicle, Muskegon, Mich. 

Times Herald, Port Huron, Mich. 

Press, Binghamton, N. Y. 

Rochester Press 

Rochester Democrat 
Times-Union 

Utica Observer-Dispatch and Press 

Erie Times 

Tribune and Democrat, Johnstown, Pa. 

Eagle-Times, Reading, Pa. 

Nashville Banner and Tennessean 

Fort Worth Star-Telegram 

Daily Mail, Charleston, W. Va. 

Herald-Dispatch and Advertiser, Hunting- 
ton, W. Va. 

Milwaukee Journal 


& Chronicle and 


11 Picas, 8 Points: 


Honolulu Advertiser 

Honolulu Star-Bulletin 

Post-Journal, Jamestown, N. Y. 
Pittsburgh Sun-Telegraph 

Herald and Standard, Uniontown, Pa. 


11 Picas, 6 Points: 


Birmingham News and Post-Herald 

Mobile Press and Register 

Phoenix Republic and Gazette 

Arkansas Democrat, Arkansas 
Gazette, Little Rock 

Bakersfield Californian 

Fresno Bee 

Hollywood Citizen-News 

Long Beach Independent 
Telegram 

Los Angeles Examiner 

Los Angeles Herald & Express 

Modesto Bee 

Pasadena Star-News 

Sacramento Bee 

San Francisco Call-Bulletin 

San Francisco Chronicle 

San Francisco Examiner 

San Francisco News 

San Jose Mercury and News 

Santa Barbara News-Press 

Sentinel, Grand Junction, Colo. 

Hartford Courant 

Washington Post 

Washington Star 

Washington Times-Herald 

Miami Herald and News 

Atlanta Journal and Constitution 

Free Press, Nampa, Ida. 

Chicago American 

Chicago News 

Chicago Tribune 

Commercial News, Danville, Il. 

Indianapolis Times 

Indianapolis Star and News 

South Bend Tribune 

Democrat and Times, Davenport, Ia. 

Des Moines Register and Tribune 

Iowa City Press-Citizen 

News-Herald, Hutchinson, 

Kansan, Kansas City, Kan. 

Wichita Eagle 

Topeka Daily Capital 

Topeka State Journal 

American Press, St. Charles, La. 

New Orleans Times Picayune and States 

Press Herald, Express and Sunday Tele- 
gram, Portland, Me. 

Baltimore Sun 

Christian Science Monitor, Boston 

Boston Herald and Traveler 

Record, Chelsea, Mass. 

Recorder-Gazette, Greenfield, Mass. 

News-Tribune, Waltham, Mass. 

Telegram-Gazette, Worcester, Mass. 


and Press- 


Kan. 


Detroit Free Press 
Detroit Times 
Flint Journal 
Press, Pontiac, Mich. 
Duluth Herald and News-Tribune 
Minneapolis Star and Tribune 
St. Paul Dispatch and Pioneer-Press 
St. Louis Post-Dispatch 
Star and Journal, Lincoln, Neb. 
Omaha World-Herald | 
Camden Courier-Post 
Courier-News, Plainfield, N. J. 
Albany Knickerbocker News 
Albany Times-Union 
Brooklyn Eagle 
Star-Gazette, Elmira, N. Y. 
Long Island Press, Jamaica, N. Y. 
Star-Journal, Long Island City, N. Y. 
Times, Mamaroneck, N. Y. 
Daily Argus, Mt. Vernon, N. Y. 
Standard Star, New Rochelle, N. Y. 
Niagara Falls Gazette 
Citizen-Register, Ossining, N. Y. 
Star, Peekskill, N. Y. 
Item, Port Chester, N. Y. 
Syracuse Post-Standard 
Syracuse Herald-Journal 
Daily News, Tarrytown, N. Y. 
Reporter Dispatch, White Plain, N. Y. 
Herald Statesman, Yonkers, N. Y. 
| Herald and Sun, Durham, N. C. 
| Herald, Grand Forks, N. D. 
| Canton Repository 
| Cincinnati Enquirer 
Cincinnati Times-Star 
| Chronicle Telegram, Elyria, O. 
| Democrat-Herald, Alpany, Ore. 
| Register-Guard, Eugene, Ore. 
| Oregon Journal, Portland 
| Portland Oregonian 
Intelligencer-Journal and New Era, Lan- 
| caster, Pa. 
| Harrisburg Patriot and News 
| Philadelphia Bulletin 
| Philadelphia Inquirer. 
| Pittsburgh Post-Gazette 
Herald, Sharon, Pa. 
| Valley News, Tarentum, Pa. 
| Globe-Times and News, Amarillo, Tex. 
{Dallas News 
| Dallas Times Herald 
Houston Chronicle 
San Antonio Light 
Standard Examiner, Ogden, Utah 
| Deseret News-Telegram, Salt Lake City 
Salt Lake City Tribune 
Press and Times Herald, Newport News, 
Va. 
Daily Herald, Everett, Wash 
Seattle Post-Intelligencer 
Seattle Times 
Tacoma News-Tribune 
Herald and Republic, Yakima, Wash. 
‘Intelligencer and News-Register, Wheel- 
ing, W. Va. 
Press-Gazette, Green Bay, Wis. 
Tribune, La Crosse, Wis. 
News-Herald, Marshfield, Wis. 
Milwaukee Sentinel 
Press, Sheboygan, Wis. 
Spectator, Hamilton, Ont. 
Province, Vancouver, B. C. 
Sun, Vancouver, B. C. 
Chronicle Herald and Mail Star, Halifax, 
N. S. 
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INITIAL COPY—Los Angeles’ Mayor Norris | 
Poulson (left) autographs the first copy of | 
Newsweek to be printed in the West. Hap- 
pily watching is Publisher Theodore F.| 
Mueller. Newsweek now prints 20% of its 
domestic circulation in Los Angeles. 


50% of Pay Stations 
Sign for New Time 
Deal, Mutual Says 


(Continued from Page 1) 
on record in opposition to the net- 
work’s proposed revisions were the 
Maryland affiliates, which met in 
Baltimore to discuss the contract 
amendments. 


a The Maryland broadcasters, ac- 
cording to George H. Roeder of 
WCBM, Baltimore, have not 
changed their minds. They are op- 
posed to the general pattern of the 
revisions as a “throwback to the 
early days of radio,” he said. 

Mr. Roeder pointed out that the 
network has taken choice option 
periods and in return offers the 
stations a vague guarantee. on 
what Mutual calls “quality” pro- 
gramming. 

He told AA that WCBM will 
not settle for less than it gets under 
the present contract and is pre- 
pared to switch to an independent 
operation if Mutual goes through 
with the plan. 

“We have already started build- 
ing up our local programming 
schedule,” he said. “This week we 
signed the Baltimore Colts for a 
Saturday night series.” 

Ralph Atlass, of KIOA, Des 


11 Picas, 3 Points: 
New York Herald Tribune 


9-COLUMN PAGE 
11 Picas, 8 Points: | 
Post-Tribune, Gary, Ind. 


11 Picas, 6 Points: 


Patriot Ledger, Quincy, Mass. 
Free Press, Burlington, Vt. 
Times, Barre, Vt. 

Star, Toronto, Ont. 


6-COLUMN PAGE, TABLOID 
11 Picas: 


Chicago Sun-Times 


5-COLUMN PAGE, TABLOID. 
11 Picas, 6 Points: | 


Los Angeles Mirror 


| said flatly that these two stations 


‘surprised to see accounts, which 


® The ANPA again called the at-| 
tention of publishers to a previous | 
report last September, in which a} 
committee recommended that en-| 
gravings and duplicate printing} 
materials be produced on the basis | 
of the 11-6 pica columns to meet 
requirements of newspapers that 
have determined to change column 
width. Newspapers that remain at 
12 picas will not be affected. 

The report also stressed impor- 
tance of advertising agencies and 
advertisers making certain their 
material is sized to meet the 
change in column width below 12 
picas with the following measure- 
ments: 

A single column advertisement 
scheduled to appear in a list of 
newspapers should not exceed 
17/8” in width. For advertise- 
ments of more than one column, 
the first column should be 1 7/8”, 
with additional columns 1 15/16” 
in width. Thus a two-column ad- 
vertisement should not exceed 
3 13/16”, etc. 


Moines, and WLOL, Minneapolis, 


will not sign up for Mutual’s new 
plan. 

The proposed time-for-programs 
trade would put the stations in a 
position of “competing with them- 
selves,” he said. 


s Several station men criticize the 
proposal because it will permit 
Mutual to concentrate its sales 
activity on filling up the five-hour 


option period from which the sta- 
tions will receive no revenue. 
These broadcasters would not be 


are now outside these option hours, | 
moved into the all-network reve- 
nue time periods. 

Others are skeptical about the! 
promised 14 hours of “top enter- 
tainment” which they say has been 
arranged on short-term contracts. 

Mr. Johnson answered the latter | 
critics by saying that 52-week'! 
deals could hardly be called short- 
term. However, he confirmed the 


'fact that the talent deals must be 


completed by Friday. Options 
expire that day and the network 
no longer can be sure of delivering 
the promised shows after that 
time, he said. 


Philco Promotes Cooper 

Robert H. Cooper, formerly pre- 
mium sales manager of Philco 
Distributors Inc., New York, has 
been promoted to special sales 
manager of Philco Corp., Philadel- 
phia. 


Power Products Names Nahin 
W. L. Nahin, formerly manager 

of the special products division of 

Cleaver Brooks €o., Milwaukee, 

has been appointed sales manager 

4 Power Products Corp., Grafton, 
is. 


WU Calls Hotels’ Criticism of Its 


Room-F inder Plan 


New York, Aug. 13—Western 
Union regards local criticism of its 
new room-finder service for trav- 
elers as a minor squabble based 
entirely on misconception and 
misunderstanding. 


a Minor Squabble’ 


quate publicity and promotion of 
the plan? 

A. They are unfounded. Our ad- 
vertising department can give you 
details of what we've done and are 
doing. 


Local hotel men say the WU. 


service launched June 15 to help 
travelers find hotel accommoda- 
tions was started without consulta- 
tion with the industry, without 


‘adequate publicity and without 


safeguards against graft and fa- 
voritism (AA, Aug. 10). 

None of these things is so, an 
officer of WU, who requested that 
his name be withheld, told AA. 
Specific questions and answers 
follow: 

Q. How can hotel people be sure 
that some hotels will not be fa- 
vored by some Western Union em- 
ployes? 


# A. In three ways: 

1. Because 90% of reservations 
made since the room-finder serv- 
ice was inaugurated specify a 
choice of two or more hotels. In 
60% of the cases, reservations 
were made in hotels of the travel- 
er’s first choice. 

2. Messages and phone calls 
made by local offices are moni- 
tored and checked regularly. All 
Western Union activities are sub- 
ject to continuing supervision. 

3. In cases where no hotel is 
specified by a customer, Western 
Union operators (and this business 
is not handled continually by the 
same person) use a rotation sys- 
tem. 

Q. If the service proves success- 
ful, will Western Union ask a com- 
mission on business placed with 
hotels? 

A. Absolutely no. Western Un- 
ion couldn’t represent both the 
buyer and seller at the same time. 
The room-finder service is a serv- 
ice for the traveling public first 
and foremost. 

Q. Would hotels leasing Western 
Union space be favored? 


es A. No. It’s ridiculous to think | 


so. If the service is no good for 
hotels it’s not good for Western 
Union. If it doesn’t render a serv- 
ice the public wants, the public 
will not use it. 

Q. Why 
Hotel Assn. okayed the plan? 

A. We can’t answer for the hotel 


association. We discussed the de-, 


tails of the plan with association 
representatives before we launched 
the service. We understand that 
the room-finder service will come 
before the  association’s board 
Sept. 16. Western Union has of- 
fered to give the association any 
additional details it feels it needs 
and we will have representatives 
appear before the association’s 
board or any other interested 
group of hotel men who request it. 

Q. What about charges of inade- 


A. DIX LEESON hos been promoted to ad- 
vertising manager of Budd Co., Philadel- 
phia maker of automobile bodies and other 
automotive products. He joined Budd in 
1947 and for the past four years has 
been assigned to the office of the secretary. 


@ Seymour Margules, newly ap- 
pointed advertising manager of the 
company (he was formerly ac- 
count executive with Biow Co., 
and before that advertising man- 
ager of the Carstairs division of 
Calvert Distillers Corp.), told AA 
that advertising of the room-find- 
er service is being used in national 
publications of the Elks, Rotarians 
and Kiwanis organizations; in 
|AAA Motor Club publications in 
46 cities; in AAA national tour 
books and route books, and in The 
|Saturday Evening Post Aug. 22. 
|WU’s agency is Albert Frank- 
Guenther Law. 

In addition, Mr. Margules said, 
| special panels are being used in 
| WU offices in railroad stations at 
|major cities; 3,400 posters and 6,- 
|800 strips promoting the room- 
finder service have been distrib- 
uted to 3,500 WU offices through- 
out the U. S.; 200 telephone booth 
cards are being tried out at rail- 
road and airline terminals; 21,000 
pamphlets explaining the services 
|have been sent to WU stockhold- 
ers, and 100,000 pamphlets are 
being distributed through local of- 
fices. 


® No sustained advertising pro- 
gram for the room-finder service 
is planned, Mr. Margules said, be- 
cause it is still experimental. 
Moreover, the company’s adver- 
tising budget does not allow for 
special promotion of special serv- 
ices except on a rotational basis. 
Western Union, Mr. Margules said, 
has many special services for cus- 
|tomers, all of which are promoted 
as warranted by circumstances in 
each case. 

WU is conducting a survey of 
its room-finder service and ex- 
pects to have specific data on the 
first three months of operations 
about Oct. 1. At that time, AA 
was told, the service will be evalu- 
ated, and, if the situation calls for 
it, plans will be made for addi- 
tional promotion. 


hasn’t the American | 


® There has been no criticism of 
the room-finder service anywhere 
except in New York, the company 
spokesman said. He declined to 
comment on reasons for criticism 
here. 

Asked whether the service in- 
terferes with travel agencies, 
which give hotels a_ substantial 
/portion of business, the company 
| spokesman said that criticism was 
'\“manufactured out of the whole 
cloth.” Travel agencies also give 
| WU substantial business, he said, 
|and the new service is not intend- 
ed as a travel service or a tour 
service, but simply as an accom- 
modation to the traveling public 
for hotel reservations only. 


Promotes Brearley to A. M. 


John C. Brearley, assistant sales 
manager of Brearley Co., Rockford, 
Ill., has been promoted to adver- 
tising manager. During November 
and December, promotion of the 
company’s Counselor personal 
scales will stress an accuracy 
theme with color and b&w ads in 
Better Homes & Gardens, Good 
Housekeeping, House Beautiful, 
The Saturday Evening Post and 
Sunset Magazine. Cummings, 
Brand & McPherson, Rockford, is 
the agency. 


Miss Thompson Joins BBDO 


Mary Thompson has joined the 
copy department of Batten, Bar- 
ton, Durstine & Osborn, Los An- 
geles. She was formerly copy chief 
\of W. H. Male Ltd., Honolulu. 
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Specialty Promotes Hubler sales promotion manager. Mr. 
John O. Hubler, since 1938 as- Hubler will direct the company’s 


sociated with Specialty Papers Co., promotion, advertising and market 


Dayton, O., has been promoted to research activities. 


! q \Many would say AMEN! 
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If it were humanly or me- 
chanically possible to make 
finer photoengravings, 
you can be sure of one 
thing—we'd be making 

‘em. We specialize 
in color as well as 
black and white. 


x 


and Associates 


ENGRAVINGS DAY and NIGHT SERVICE 
160 E. re biel ~ Chicago \\, Winois 
ss Telephone: DElaware 17-5142) ; 


YOU BET ST. PAUL SHOPPERS 
ARE “LABEL-CONSCIOUS”! 
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Whether it’s baby food or bleach, St. Paul’s brand-conscious 
buyers make it a habit to look for the label when they do their 
shopping. In the bustling St. Paul “half” of the Twin City mar- 
ket, more and more buyers are asking for products by brand 


names ... as is verified by the decreasing number of “Don't 
Know” replies to brand preference in the 1953 St. Paul Con- 
sumer Analysis Survey. Here are just a few examples: 


PER CENT OF BUYERS WITH NO BRAND PREFERENCE 


1953 1952 1951 1950 
Instant Coffee ... 1.6% 7.3% 6.2% 4.2% 
Liquid Starch 7.2 10.8 10.7 15.0 
Canned Meat Baby 
Food ies 11.2 16.6 21.8 
Powdered Bieach 1.6 3.0 es ape 
Canned Beer ..... 1.1 3.4 


Good advertising in the RIGHT medium makes buyers brand 
-onscious. In the prosperous St. Paul market, the RIGHT me- 
dium is the St. Paul Dispatch- Pioneer Press . . . the ONLY 
newspapers to blanket the entire area, 

The 1953 St. Paul Consumer Analysis Survey supplies infor- 
mation on brand preferences and buying habits for hundreds of 
major products in the St. Paul market. If you desire a copy, con- 
tact your Ridder-Johns representative or write Consumer Analysis, 
Dept. B. 


Representatives 
RIDDER-JOHNS, INC. 
D ‘ § PATC H New — 
5-4 aiootn wtewsParven ee, “wart 


PIONEER PRESS = te 


Minneapolis 


™ PAUL 


~Cranton esterday, oday & omorrow 
MEICOME De 
ses 


ton 


SALES CLUB 


’ 


INDOOR OUTDOOR—When Wiliam W. Scranton, great grandson of the founders 
of Scranton, Pa., and v.p. of WARM, Scranton radio station, spoke before the Scran- 
ton Advertising & Sales Club, American Co., an affiliate of John Donnelly & Sons, 
Boston, erected this outdoor-type welcome sign. In the picture (left to right) are Mr. 
Scranton, Paul V. Barrett, organizer of the club, and Sam Feigenbaum, club president. 


Big Media, Small Market: Photo Slide Firm 
Lures 35mm Fans in National Magazines 


Cuicaco, Aug. 13—How do you|nuts and bolts stuff, and sell the 
profitably use national consumer pleasures of photography,” Mr. 
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|annual sales increases. 

Moreover, after starting out four 
years ago in the camera fan maga- 
zines, TDC has gradually shifted 
its budget until it now spends more 

‘on general magazines than on fan 
publications. 

But Mr. Smith makes this point 
about the TDC budgeting ap- 
proach: “Most of what would be 
our cooperative advertising money 
is in the form of national advertis- 
ing. We provide all the dealer 
helps and display materials we 
'can, but as for co-op money, we 
‘let the dealer do his own adver- 
| tising.” 


'U.S. Rubber Boosts Koylon 
Mattresses in Fall Drive 


| United States Rubber Co., New 
| York, beginning the week of Sept. 
14 will promote its Koylon foam 
rubber mattresses over National 
Broadcasting Co.’s television show, 
“Today,” starring Dave Garroway, 
three times weekly for six weeks. 
| An additional TV program will be 
seen by West Coast viewers, and 
for cities east of the Rockies not 
reached by the Garroway program. 
| The advertising schedule in- 
_cludes four-color ads in the fall in 
| Better Homes & Gardens, Bride’s 
| Magazine, House Beautiful, House 
& Garden, Living for Young Home- 
makers, Successful Farming and 
Sunset Magazine and in Sunday 
newspaper sections. Fletcher D. 
Richards Inc., New York, is the 


magazines to lure an audience 
composed only of people who own) 
35mm cameras? | 

One firm which seems to have 
an answer to this poser is Three 
Dimension Co., the country’s larg- 
est manufacturer of photographic 
slide equipment, and producer of 
the only stereo slide projector now 
on the market. TDC is now getting 
ready to launch its fourth season 
in the national magazines medium, 
and its second with a big-name TV 
show tie-up. | 


® Last year, TDC promoted its| 


slide projectors by means of a tie-| 
in with the “Super Circus” TV| 
show. The schedule included half- | 
page two-color ads in Collier’s, | 
quire, Holiday and National Geo- 
graphic Magazine, plus b&w inser- | 
tions in Camera Magazine, Modern | 
Photography, Photography and U.S. 
Camera. 

A special ad appearing in De- 
cember issues of the last two jour- 
nals was the first full-color spread 
ever run by a photo equipment 
firm. 

According to Henry A. Bohm, 
president of TDC, all this adds up 
to the biggest consumer ad sched- 
ule in the field. But, under the di- 
rection of the firm’s agency, Gour- | 
fain-Cobb Advertising, the 1953-. 
54 schedule has gotten still bigger, 
with American Magazine and Par- 
ents’ Magazine added to the con- 
sumer schedule. 


® The new drive is built around 
testimonials by Sid Caesar and) 
Imogene Coca, stars of “Your 
Show of Shows” (NBC-TV). The 
theme, with variations, will be 
“How You Can Enjoy Your Own 
Slide Show of Shows.” 

TDC’s 5,000 franchised dealers 
have been alerted to an extra 
strong point of sale package based 
on the ads. The main display piece 
will be a full-color flasher unit 
with the center panel being a 
translite transparency of Caesar 
‘and Coca in full color. Helping to 
\spread the word will be a full 
itrade schedule in Photo Dealer, 
'Photo Developments and Photo 
Trade News. 

According to Robert G. Smith, 
'v.p. and advertising manager, | 
TDC’s decision to go into the con- 
sumer magazines hinged directly | 


in the industrial field, the big 
market is among the camera fans 
and potential addicts. 


s This in turn determined the ad 
approach. “We stay away from the 


on the slide equipment sales pic-| 
ture—though slides are important. 


Smith says. agency. 
The large media-small audience 
a ts Ng By ian tae ae | Gives Art Scholarships 
ber of magazines and (b) by |_ Pacific Press Inc., Los Angeles, 


“heavy milking” of the advertising has announced a one-year scholar- 


through dealer and distributor ma- ie ek on ee ss 
terials. All this is costly, and the jor art schools in the Los Angeles 
company points out it has kept its grea each year. The scholarship 
ad budget (virtually non-existent will consist of on-the-job training 
in 1949) right up with its 60-70% at Pacific Press. 


Remember how 
you watched TV 
years ago when 
you first got 
your set? 


That’s how | 
Sioux City Sue-land” 
is watching KVTV 


*32 prosperous lowa, 
South Dakota and Nebraska 
counties whose 1952 


effective buying income 
was $807,380,000. 


Sioux City, lowa 


CBS, NBC, ABC & DuMont 
Represented by the Katz Agency 
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ie National Nielsen Ranking of Radio Shows || Macy's Builds Shopping Center ing facilities for more than 12,000 
‘ cars will be provided. Construction 
i- R. H. Macy & Co., New York, a aes : 
d Week of July 5-11, 1953 will build a regional shopping cen- oe se San See to 
e All os be A.C Mel C ter on a 130-acre site located in . si 
igures copyright . C. Nielsen Co. Bergen County, N. J., at the junc- 
- . wntiiaia ied « tion of Routes 4 and 17. The center, [ssues Canada TV Book 
Current Homes* | called the “largest of all such de- James Lovick & Co., 789 W. 
at = : __Pregrom (009) | velopments in the New York area,” Pender St., Vancouver, has is- 
- 7s 3 will be occupied by a Macy branch sued a brochure entitled, “Tele- 
e — Wael ares seek Oa phe a vaai7 | covering 300,000 square feet of vision as a Medium in Canadian 
y 2 Mr . Mrs. North (Pulnalive a 2.238 | floor space, another major depart- Advertising,” containing data, fac- 
s— 3 Railroad Hour (Assn. of American Railroads, NBC) ae ee 2059 | ment store unit, specialty shops, tors of coverage, effectiveness and 
r 4 Dr. Christian (Chesebrevgh ” Spiseheniaree: eR mee od 2014 | supermarkets, bank, post office availabilities of Canadian TV. The 
om 5 Sohany Dollar (Wrigley, CBS) ee ee wae and other related businesses. Park- booklet is offered free on request. 
1e 6 I I NINE IN, CIID a nsassnadescnssabiantassavisecesccascerssnsusiswisosesons 1,969 | 
. 7 Godfrey's Talent Scouts (Lever-Liptom, CBS) o.........0.oococccceeeececeeeees 1,889 
: 8 My Little Margie (Philip Morris, CBS) ..........0..0.0c000cccccccceseseeeteseeteerevevsvevens 1,701 | a { 
9 pment Tiaiirte Pima (IG) oie sas coissvesnnsiscnscciesinccctcasccseassnssscsssosoccetes 1,701 VEN DIN is 
10 F.B.1. in Peace & War (Brylcreem, P&G, Nestle, CBS) 0000s 1,656 | RAYMOND DURRELL has been named di-| e 
_—_—_————__— ere : : 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (895) | + ssc Bg Ragen gr $ 
1 One .} hig A por aig tomar «amin eaves wn ma | Mr. Durrell’s promotion represents an ex- ] 0 000 000 h . 1952! 
W : rane — a8 Y pre — D seonsooccteesemnntonenorvenannennees 1119: pansion of his responsibilities and the func- over a . i wort in 
t. = 8 sai _— (Genera its, ) seeserseesensserseeeeeeres “ sreveseene Dy | tions of the former department of trade re- $ $ 
x WEEKDAY (AVERAGE FOR ALL PROGRAMS) — lations, which assumes the new name. Vending machines offer new 
, 1 Romance of Helen Trent aes RE So c7ics sche secant 2,506 sales outlets for hundreds of 
2 Our Gal, Sunday (Whitehall, CBS) ......................... 2.462 Batitate Ma % AbD 
ys 3 Bie PP Ts, COD codeccsccasesoceccconseossedscoess cesscrocccoe 2,148 Brown Co. Ps eet gan different products 
- 4 I GD iti esses ssestecsesinnececeinissinsannancacsssiiecs 2,104; John J. Hagan has been named S 
4 5 Wendy Warren & the News (General Foods, CBS) 2.0............ccccccceseees 2,059 York, of eee New 
6 ee I iii ios casssecavinvesvctscaécsclersccvscsveoteancagaael 2,014| XOrkK, and Ww pervise the re- 
n 7 TE FE Ne PN Is SOMO ainda sccscsvestssvecesiacsvcsnscviccicacunsdulessesseetanas 1,969 cently acquired accounts of Kinsey NOW A VA ILA BLE eee FR EE 16-PA GE S 
- 8 POE BO TEBIOE TOBE, TOD Sik cicistcsacsce sash ssssesscceesensexsesens cused 925 | Distilling Corp. and Old Hickory : 
“4 9 Arthur Godfrey (Liggett & Myers, CBS) ..0.....000.000.. 1,925 | Distilling Corp. | 1955 Market Data Booklet on Vending eee 
s 10 Road of Life (P&G, CBS) ...cscscssssssssennins sine Le] a a $ She fied dneatek coun ty coals aa $ 
re '| Fritz Names Kenne . BE. 
e DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (716) "Sent Soa aac ter < saliaii g g p . 
_ 1 True Detective Mysteries (Motorola, MBS) ............... 1,925 Senay Fritz & “Associates Holly- % Published by: $ 
d 2 World Music Festivals (Willys Motors, CBS) o...0........0.cccccceeeeeees 1,298 wand. an an aapount executive 
. : ee ee ee 1,074) Most ‘recently he operated an ad- 
. DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,164) | Vertising photographie service on VEND -@ 188 Randolph Tower Bldg. Chicago 1, Ill. 
1 Theater of Today (Armstrong, CBS) ................. : f+ oa 2,104 the West Coast. ; 
2 Stars over Hollywood (Carnation, CBS) .......... scsieieskdathitcadn sted ee —__—___—_—. 
3 ee ue NU NE OO 20 cic Iuleiadsegsesdi cick cedeabavedeusnes sa WeviesvsvdevisitowaSs 1,701 | 
*The percentage of homes reached (‘‘Nielsen-Rating’’) may be determined by compar- 
S, ing the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total 
hes U. S. radio homes. 
g sani ae 
» Gunnison Homes Alters Name _ of wooden homes at New Albany, € Teresa) erg o % 
S : : Ind., where general offices are 
p Gunnison Homes Inc., housing located 
p subsidiary of United States Steel 
Corp., has changed its name to | ee 
United States Steel Homes Inc, Promote Burg to S. M. | Orrin ews ae ers 
> The company’s new plant at Har- — Irving X. Burg has been named | 
. risburg, Pa., will soon begin pro- general sales manager for Free 


duction of factory-made steel 
buildings. Initial production will 
include hospitals, community clin- 
ics, schools, dormitories and simi- 
lar institutional structures. In 


Sewing Machine Co., New Home 
Sewing Machine Co. and National! | 
Sewing Machine Co., all of Beverly | 
Hills, Cal. He was director of pro- | 
motion and advertising for Free | 


in Total Advertising! 


addition, the company will con- Sewing Machine Co. and New Ue 
tinue to produce the Gunnison line Home Sewing Machine Co. 
: RDS-— 
___———- MEDIA RECO | 
= 5 Months—1953 
FIRST FIFTY MORNING NEWSPAPERS = 
| TOTAL ADVERTISING OF THE | 
| D 13, 328, 922 | 
l 1. MIAMI HERAL ‘ 12,976,855 
n 
2, Chicago Tribu 12,914,315 
: 3. Los Angeles Time® 
| . 
| 
* | 
NY 
S Pace-setting lineage like this can 
* 2 only result from profitable results. It means 
v : a4 that a record number of advertisers are profiting from 


THIS BOOK GIVES YOU THE 


COMPLETE STORY IN PICTURES 
AND FIGURES OF NEW YORK 
STATE'S 2nd LARGEST MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER ~— 


the booming buying power of Florida’s billion-plus Gold Coast 
market—and from the blanket low-cost coverage of The Miami 
Herald. Why don’t you? 


The Miami: 


Ye age Pon Satie 


STORY, BROOKS & FINLEY, National Representatives 


JOHN S. KNIGHT, Publisher 


Affiliated Stations -- WQAM, WQAM-FM 
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Along the Media Path 


@ Over $50,000 worth of advertis- 
ing space is being given over to 
the promotion of Family Weekly, 
the new Sunday newspaper section 
scheduled to appear Sept. 13, by 
its 34 subscriber papers. In addi- 
tion to fractional and full-page 
newspaper ads, bus cards, radio 
spots and delivery truck posters 
will be used. 


@ The Washington Post is spend-. 


ing $200,000 to modernize its com- 
posing room equipment. The mod- 
ernization is expected to be 
completed about Sept. 30. 


e Newsweek is now publishing 
one-fifth of its total run, approxi- 
mately 200,000 copies, at the plant 
of Pacific Press Inc., Los Angeles. 
This takes some of the load off the 
Dayton plant and makes it pos- 
sible for western readers to re- 


ceive copies earlier. Pacific Press Down Beat music concert in Sol- 


on Classical, pooular, country and, 
western, radio ind television and 
film music and high fidelity news 
| as well as on jzzz. In addition, the 
|magazine has promoted a number 
‘of musical events, including a 


installed a new Hoe magazine “ers Field, Chicago, Aug. 1, and 
press to take on the Newsweek job. Joint sponsorship with Katz Drug 


e Time International has released 
two studies on its readers. One 
covers the buying habits and in- 
comes of readers in Africa and the 
|Middle East with comparative fig- 
| ures for Europe and the other deals 
'with U. S. Military readers. 

'@ Down Beat is increasing its ad 
rates a net 20%, effective Dec. 1. 
Circulation increased to 49,678 last 
‘month, subject to ABC audit, and 
more than 13,000 in the past six 
months. This is the magazine’s 
‘first advertising rate increase since 
June 1, 1951. 

| Since Norman Weiser took over 
‘the publisher post last October, the 
magazine has diversified its con- 
‘tents, including editorial material 


you must have the 


apres. / 


A D of A has the equipment, 


the facilities, the experience, 


to help assure the success of your 


SALES PROMOTION CAMPAIGN 


The Blue Chips of American Industry ... the great national 
advertisers whose Sales Plans MUST ClICK—these are 
the clients who employ A D of A to help guarantee success. 


For a complete outline of our various Sales Promotional 
Services, just contact our nearest office: 


Advertising Distributors of America, Inc. 


NEW YORK 17 
400 Madison Ave. MUrray Hill 8-6500 
ALBANY, N.Y. 
268 Central Ave. Albany 5-2431 
CHICAGO 5 
624 S. Michigan Ave. HArrison 7-0678 
CINCINNATI 2 
509 W. Third St 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 


MAin 6062 


HOward 8-9610 
PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1-1066 
LOS ANGELES 7 
151 W. 27th St. PRospect 3064 


CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. lakeside 2017 


Serving many of the leading 
manufacturers throughout 
the United States and Canada 


| Stores of a free’ dance in Kansas 
City featuring Ray Anthony’s 
band. Other similar promotions are 
being planned. 


@e KCKN has issued its August, | 
1953, greater Kansas City market 
data folder. 

e@ The Cincinnati Enquirer has is-| 
sued its 1953 market data book. It, 
has 48 pages of latest census facts 
on the area. Copies are available | 
on request from the promotion and | 
research department, Cincinnati | 
Enquirer, 617 Vine St., Cincinnati 
Be 


HOWARD R. BLOOMQUIST, formerly gen- 
eral manager, promotion division of Lever 
Bros. Co., has joined the Post cereals divi- 
sion of General Foods Corp., as director of 
marketing. His headquarters will be in 
Battle Creek, Mich. The position has been 
vacant since Leon Miller was named presi- 


dent and general 
Foods Ltd. of Canada in May. 


e The Catholic Press Assn. of the 
U. S., 150 E. 34th St., New York 
16, has put out the 1953 edition 
of The Catholic Press Directory. 


e “The 1953 Booth Michigan 
Newspapers Market Folder,” com- 
piled by eight Michigan newspa- 
pers, is available on request to 
A. H. Kuch, 110 E. 42nd St., New 
York 17, or John E. Lutz Co., 
Tribune Tower, Chicago. 


e Time has sent travel agents a 
mid-summer bulletin designed as 
a counter display piece with de- 
tachable travel tip sheets on trav- 
eling in Canada. On the reverse 
side of the display card is a check- 
list, for the agents, of the adver- 
tisers who are using the July and 
August issues of Time to promote 
travel, with size of ad to be used 
and issue in which it will appear. 


e WVEC-TV, Norfolk, Va., which 
won’t start programming until 
Sept. 19, reports it has already 
signed $125,000 worth of local bus- 
iness. 


e A presentation arguing that the 
pharmaceutical industry has en- 
tered a period of “hard sell” after 
a period of booming sales and 
profit increases has been put out 
by the drug products division of | 
This Week Magazine. It is en- 
titled “Some Reasons for Pharma- 
ceutical Advertising in Consumer 
Publications.” Further information 
on the study’s findings may be had 
from J. Reid Roller, manager, drug 
products division, This Week Mag- 
azine, 420 Lexington Ave., New 
York 17. 


e Aids to Advertisers: 

Bertsch & Cooper, 547 S. Clark 
St., Chicago 5, will send admen 
free a type-fitting ruler invented 
by the late Oswald (Oz) Cooper, 


clothing store. Quick Frozen Foods 
promises the depth-illusion addi- 
tion to its ad pages “in an early 
issue.” 


e Beverage Retailer Weekly cele- 
brates its 20th anniversary with 
its Aug. 31 issue. 


e New Equipment 
Penton publication, has installed 
$100,000 worth of electronic equip- 
ment in its Cleveland home office 
to speed the handling of reader 
inquiries. 


e Department of New Laurels: 
Look reports its sixth “summer 


health and fun” drug promotion 


has broken all its previous records 


manager of General | 


Digest, a| 
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FTC Reprints 


Because of the _ interest 
generated by ADVERTISING 
AGE’s six-part series on the 
Federal Trade Commission, 
which was completed last 
week, reprints of the entire 
series are being made avail- 
able at 35¢ each. 


Remittances should be 
made to ADVERTISING AGE, 
200 E. Illinois St., Chicago 
11, Ill. 


same period of last year. The 
greatest increases were shown by 
WMAQ, with local sales up 57% 
and spot sales up 33% over the 
previous year. WNBQ’s local bill- 
ings jumped 35% and spot sales 
8% over last year. 

_ In the first half of 1953 Coronet 
|had an 83% increase in advertis- 
ing pages over the first half of 
11952. 


.@ Trend Inc., 5959 Hollywood 
'Blvd., Los Angeles, publisher of 
/four automotive publications (Mo- 
‘tor Trend, Hot Rod, Auto Sports- 
|man and Honk), has published a 


| 


|24-page booklet on its readership. 


e@ The Buffalo Evening News has 
released a study of the Buffalo 
market. 

e A study, “Ownership Patterns,” 
on which home furnishings women 
‘first acquire, has been put out by 
Brides House Inc., 527 Fifth Ave., 
New York 17, publisher of Bride’s 
| Magazine. 


for number of tie-in advertisers’ 


and participating drug chains. A 
total of 47 advertisers of drug 
products and 96 drug chains joined 
in. 

Spot and local sales for NBC’s 
Chicago stations, WNBQ and 
WMAQ, TV and radio outlets, re- 
spectively, showed a sharp increase 
in the first half of 1953 over the 


e Mrs. John Lodge, wife of the 
Connecticut governor, distributed 
handkerchiefs proclaiming the 
Hartford Courant America’s oldest 
newspaper of continuous publica- 
tion at the recent Seattle gover- 
nor’s convention. The handker- 
chiefs bear a facsimile of the first 
copy, of the Courant. 


A revolutionary 


new machine can bring you 
machine-set type in sizes 
from 4 point to 288 point 


or 


WARWICK 
PHOTOTYPE 


to 


who founded the typesetting com- 
pany. Mr. Cooper was a typog-| 
rapher and type designer, famous 
for the Cooper Black face. The} 
ruler, a slight modification of the} 
one constructed by Mr. Cooper in| 
1916, has a point coverage run-| 
ning from 5 to 15 point, including | 
agates, picas and inches. 

A new 24x37” three-color mar-| 
keting map of the chain grocery- 
supermarket field, just published 
by Chain Store Age, shows the 
buying offices of 2,897 companies | 
with two or more stores, and in-| 
dicates how many stores are op- 
erated in each state by each chain. 
| Single copies are available to man- 
‘ufacturers and agencies free on 
‘request to W. E. Seaman, v.p. and 
‘general sales manager, Chain Store 
Age, 185 Madison Ave., New York 
16. Additional copies are 75¢ 
/each. 


re The Latest Band Wagon: Three- 
‘dimensional ads are being pub- 
‘lished in greater proportion, it 
seems, as each week passes. Latest 
‘entries: the San Jose Mercury- 
‘News, in its Aug. 2 issue, began a 
‘series of 3-D ads for Hart’s, a 


PRODUCES 


urge 


WARWICK TYPOGRAPHERS, INC. 


Dept. A29, 920 Washington Ave., St. 


any intermediate size. 


Warwick Phototype comes 


you directly on film for 


stripping in, or on paper 
for paste-up. Write for the 
complete Phototype story. 


y 


Overnight by air mail from most of U. S. 


_ WARWICK 


PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 
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Total Income Paid to Individuals 


of 
Payments to Individuals Per Nat'l 
(millions of dollars) % Capita Average 
1951 1952 Change 1952 1952 
CONOR LG. oncececccscscrinis $242,529 $255,367 5.0 $1,639 100.0 
New England  .....ccccoccoccccssessss 15,983 16,635 4.0 1,749 10.7 
N 4,092 4,375 7.0 2,080 12.7 | 
IN Siinecehacicseienéisscnevseteces 1,169 1,246 7.0 1,361 8.3 
Massachusetts ..........cccccecceeee 8,173 8,385 3.0 1,749 y Te 
New Hampshire ................ 752 780 4.0 1,530 9.3 | 
I FE assscccscesnscsctee 1,316 1,352 3.0 1,655 10.1 | 
MPI ‘icici diccumsipranehehabinesans 481 497 3.0 1,336 8.2 
SRD TROD siktnicivesinrssarsizionss 66,043 68,873 4.0 1,874 11.4, 
III saiectapcacsncctesemslcs 719 764 6.0 2,260 13.8 
District of Columbia ........ 2,305 2,420 5.0 2,129 13.0 
NERS cab ssscksbacemcaceicinetrcuns 3,867 4,109 6.0 1,761 10.7 
NE IE ss re iacsacncseensncenn’ 8,795 9,412 7.0 1,959 12.0 
Rare nes 30,475 31,519 3.0 2,038 12.4 
Eee 17,542 18,245 4.0 1,710 10.4 
EE TORINO. scnicccsccsdnsscxsonce 2,340 2,404 3.0 1,232 7.5 
SEE eae 34,272 36,160 6.0 1,121 6.8 
| ______ RERE REDE Ronee rm 2,924 3,089 6.0 1,012 6.2 
PE istndicidiadedecisreice 1,753 1,785 2.0 951 5.8 
DN Froth vc areascnbaiscabcanbiees 3,789 4,088 8.0 1,319 F 
IIIS. Sisalistaciecscictnicbinin 3,842 3,998 4.0 1,137 6.9 | 
NINE viii cpissvathiinctingienenss 3,111 3,311 6.0 1,135 6.9 | 
NINN  aiuisdcnccsinnnsaivennanets 3,138 3,396 8.0 1,206 7.4 
UII ascdibssscicrsessbidcdaseese 1,688 1,778 5.0 818 5.0 | 
North Carolina .........cc0e000 4,290 4,383 2.0 1,049 6.4 
South Carolina ................ 2,128 2,341 1.0 1,099 6.7 
WN = 6 siassns calicnsirneiininns 3,536 3,669 4.0 1,126 6.9 | 
ININUUE ©“ cxdascactsiadabasunseasscese’ 4,073 4,322 6.0 1,322 8.1 
CIID, sieicinessiccserninpenttintie 15,942 17,049 7.0 1,416 8.6. 
WIERD Shicicissickacoscaoiadveniecaces 1,145 1,287 1.2 1,498 Vy 
SE IUD dsveesiscciccaccssses 916 965 5.0 1,331 8.1 
MINED schccscdocascssnsensnouneeed 2,692 2,910 8.0 1,285 7.8. 
NN? cba stud iress saaegs Leeda cctuee 11,189 11,887 6.0 1,452 8.9 
IIE adn sitcissiscbidtcdcartgiiveiicais 69,759 72,997 5.0 1,773 1.8 | 
IIH seccnshaid sah asinasadainehtoant 16,978 17,681 4.0 1,983 12.1 
NINN ahd cuiinidcacsabisbbdasieisbnns 6,664 6,917 4.0 1,685 10.3 | 
IN .- eaucs cuts syduuaint 3,979 4,087 3.0 1,545 9.4 
IIIT, ciovetsdeaseeaeeacensaetiinnl 11,438 12,172 6.0 1,815 11.1 
WU cha scisacvostsasextnacbiocieneuss 4,411 4,505 2.0 1,491 9.1 
SINIIE ‘jcasisssnssagaisiavesseinebaaes 6,140 6,420 5.0 1,583 9.7 
_ 3 ws 14513 15,378 6.0 1,881 11.5 
IIL. -phacsicsiesccocenasneaibras’ 5,638 5,837 4.0 1,649 10.1 
I iii diacatdansssiasccesonnesis 12,151 12,873 6.0 1,549 9.5 
MNO. © Sa tdnesteassuvidabacanoades 2,139 2,316 8.0 1,618 99 
SEEN.  <catucadabgvinnssinaseiacinnes 808 874 8.0 1,438 8.8 
RIIIDD: . <corhasahesmnssaoubaabonsnetiee 2,833 3,400 2.0 1,698 10.4 
CD. - nnediceisibinnannies 1,022 1,003 —2.0 1,697 10.4 
IE. acticiiatinciisiniens 2,030 2,147 6.0 1,566 96 
PE TIED. Sncacctccenaicrsccas 826 734 —11.0 1,223 738 
SUe DONO viniennnnn 964 835 —13.0 1,258 7.7 
REUNITE. scsascvieniacsconsdaneudeibineeens 1,019 1,069 5.0 1,450 8.8 
Wyoming 510 495 —3.0 1,607 9.8 
Far West ... 28,379 30,780 8.0 1,969 12.0 
GD scsistccresnstcarinnscies 21,214 23,146 9.0 2,032 12.4 
RIND. <cabiticsdssceisesdaphibncsersine 353 405 15.0 2,250 13.7 
NII dovschassatadssiseneteaninieston 2,595 2,763 6.0 1,733 10.6 
Washington ...... 4,217 4,466 6.0 1,810 11.0 


1952 Income of 
Individuals Hit 
$255 Billions 


(Continued from Page 1) 
nia ($2,032), Illinois ($1,983) and 
New Jersey ($1,959). 

In the Far West, dominated by 
California, individual incomes 
were one-fifth above the national 
average. In the large middle east- 
ern region, over-all per-capita in- 
come was one-seventh above the 
national average. 


s The 15 states of the southeastern 
and southwestern regions aver- 
aged only 66% of the national per- 
capita income for states outside 
the South, but this compared with 
47% in 1929. 

Substantial differences in rate 
of change in agricultural income 


was a major factor in state fig-| 


ures in 1952. In 33 states farm in- 
come was lower than in 1951, with 
the drop amounting to at least 10% 
in 19 states. On the other hand, 


Hamilton Wins in 


Canadian Election 


MOonrtTREAL, Aug. 13—Advertising 
and selling techniques proved po- 
tent political tools in the Canadian 
federal elections Aug. 10. Bill 
Hamilton, executive director, Fed- 
eration of Canadian Advertising & 
Sales Clubs (AA, Aug. 10), Pro- 
gressive-Conservative party can- 
didate for a seat in Parliament 
from the Island of Montreal, 
ousted his Liberal party opponent 
F. P. Whitman from his 13-year 
tenure in that office. Mr. Hamil- 
ton received 15,889 votes, to beat 
his opponent by 1,206 votes. 

Mr. Hamilton’s victory is con- 
sidered remarkable in an election 
where his party nationally won 
only 50 seats out of 275. Further- 
more, he won the only seat out of 
21 available in the Island of Mont- 
real and is the first candidate of 
his party to win in that district 
since 1935. 


ANPA Promotes Lewis 


Richard E. Lewis has been ap- 
pointed manager of the mechanical 
department of the American 
Newspaper Publishers Assn. Since 


there were sizable increases in| 1949 he has been a staff member 
‘of ANPA Research Laboratory in 


farm income in Kansas, Maine, 
Washington, Idaho, Oregon and 
Mississippi. 


Manufacturing wages and sal- 
aries helped most sections, nation- 
ally. Factory payrolls were up 8% 
and in 43 states the increases from 
manufacturing exceeded increases 
from non-manufacturing sources. 
In Arizona, New Mexico, Kansas, 
California and Nevada factory 
payrolls increased a fifth or more. 
The decline in textile payrolls in 
Massachusetts, Rhode Island, Ala- 
bama and Georgia was a signifi- 
cant exception to this trend. 


Easton, Pa. He succeeds Vernon 
Spitaleri, who resigned July 1 
from ANPA to become research 
consultant of the Knight Newspa- 
pers (AA, July 6). 


KVOE and Mutual Part 


KVOE, Santa Ana, Cal., has 
severed its affiliation with the Mu- 
tual-Don Lee Broadcasting System, 
effective on expiration of the 


'present contract, Oct. 15. The sta- 


jin Orange County. 


tion, established in 1926, is one of 
the original members of the Don 
Lee network. It is the only station | 


Butcher to Head Account Planning for Lennen 


Last Minute News Flashes Howard Chapin of 
Iceberg Bringing Out Line of Home Freezers General Foods Dies 


Cuicaco, Aug. 14—Iceberg Freezer Corp., pioneer maker of com- New York, Aug. 14—Howard M. 
mercial food lockers, is bringing out a line of consumer upright Chapin, 48, general manager of 
drawer-type freezers. It has appointed Robertson Potter Co. to handle the Birds Eye division of General 
advertising, to consist initially of TV and AM spots, trade publication Foods Corp., died at his home here 
ads and use of other media on a co-op basis. It has no previous agency last night. He had been ill for some 
of record. time, and had been on leave from 

» ° the company since early this year. 
U. S. Rubber Schedules Drive for Lastex inCorsets ir. Chapin joined GF in 1929 

New York, Aug. 14—United States Rubber Co. will promote the a year after graduation from Dart- 
use of Lastex in corsetry in a series of four-color and b&w ads in six’ mouth, as assistant export adver- 
women’s magazines during September. Fletcher D. Richards Inc., New tising manager. Advancing through 
York, is the agency. ‘the marketing division, he was as- 
|sociate advertising manager of the 
| Maxwell House coffee division be- 
New York, Aug. 14—Thomas C. Butcher, senior v.p., has been ap- fore being named advertising di- 
pointed director of account planning for Lennen & Newell. He will rector of General Foods in 1948. 
work directly with management account supervisors and department In 1950 he was appointed market- 
heads in reviewing and summarizing recommendations for the agen-| ing manager of Birds Eye, and in 
cy’s current clients and products and on new business solicitations. Mr.| 1952 was named to his present 
Butcher joined L&N in September, 1952. Before that he was a v.p. of | post. 

William Esty Co. and assistant advertising manager of Colgate-Palm- | 


olive-Peet. /@ During the war, Mr. Chapin 


: . . served with the Office of Strategic 
Spirt Switches from Erwin, Wasey to Kastor, F arrell Services, Hain to 6 eae 
WATERBURY, CONN., Aug. 14—Spirt & Co. has appointed Kastor, Far- | |jeutenant-colonel. 


rell, Chesley & Clifford, New York, for Lipan and Epidol, proprietary | He was a director of the Assn. 
products. The account formerly was handled by Erwin, Wasey & Co. | of National Advertisers, served for 


Dell Names Burriesci Ad Manager for Men's Group yo a one oan na ade 


New York, Aug. 14—John Burriesci, who has been with Dell Pub- vertiser member of the board of 
lishing Co. since 1945, has been named advertising manager of the| Audit Bureau of Circulations. He 
Dell Men’s Group. He succeeds W. G. Sylvester, who has resigned to} served as volunteer coordinator of 
establish his own photographic studio. the council’s campaign on the 
Hoover committee report, and was 
chairman of a special committee to 
recommend methods of raising the 
prestige of the infantry, for which 
he was especially commended by 
then Secretary of the Army Frank 
Pace. 

His survivors include a brother, 
Robert, well known in publishing 
circles as a cartographer for Time 
Ine. 


Armstrong Rubber Switches Account to Biow Co. 


WEst HAVEN, Conn., Aug. 14—Armstrong Rubber Co. has appointed 
Biow Co., New York, to handle its advertising. Maxon Inc. formerly 
handled the account. 


Lehn & Fink Sets Spot Drive; Other Late News 


e Lehn & Fink Products Corp., New York, which dropped out of the 
“Show of Shows” (NBC-TV) lineup at the end of the spring season be- 
cause of rising network video costs, will break a major spot campaign 
for Lysol next month. About 50 top markets will be included in the 
drive, which will be placed through Lennen & Newell. 


e Dr. Abraham Bernstein has been appointed director of research for Register & Tribune’ Boosts 


the Bureau of Education on Fair Trade, with headquarters in New 
York. He is a former research associate of Teachers College, Columbia 
University. 


e Daniel M. Burns, formerly v.p. and editor of Bottling Industry, a 
Gussow publication, has joined William Esty Co. as a member of the) 
agency’s merchandising and sales promotion staff. 
e Murray Koff, assistant to the v.p. in charge of advertising and sales_ 
promotion, has been promoted to advertising and sales promotion man- 

ager of the Julius Kessler-Gallagher & Burton Co. divisions of Sea- 

gram-Distillers Corp., New York. A. C. Ebbesen, ad manager for the 

Gallagher & Burton division, has been named associate advertising and 

sales promotion manager of the two divisions which have been merged 

by Seagram. 
e Ralph C. Robertson, formerly assistant advertising manager in 

charge of budgets and media for Colgate-Palmolive-Peet Co., has joined 

Geyer Advertising, New York, as v.p. and marketing director and will 

supervise media, merchandising and radio-TV. 


e Hazel Bishop Inc., New York, has entered the nail polish field with 


Feldmann to Advertising Head 


Charles J. Feldmann, national 
advertising manager of the Des 
Moines Register & Tribune, has 
been promoted to advertising di- 
rector, a new position. He has been 
with the newspaper as national ad- 


R. Geneva 


Charles Feldmann Forrest 


a 60¢ product. Shipments to dealers have begun. Large-space newspa- 
per ads will break soon in major markets. Raymond Spector Co., New 


York, is the agency. 


vertising manager since 1931. He 
is succeeded by Lou Rich, a mem- 
ber of the national ad staff since 
| 1932. 


Patents Running Out on Pogue Carburetor, 
Said to Give 200 Miles Per Gallon of Gas 


New York, Aug. 14—The Sep- 
tember issue of Cars, national au- 
tomotive magazine, on newsstands 
today, says last patents run out 
this year on mysterious Canadian 
Pogue carburetors, which report- 
edly would enable the average 
auto to get 200 miles to the gallon 
of gas. 

When news of the invention 
leaked out 16 years ago, Cars says, 
it panicked the Toronto stock ex- 


change and threw a fright into 
major oil companies. 
But the Canadian _ inventor, | 


Charles Nelson Pogue, while ad- 
mitting his own car ran for ten 
years on one of his carburetors, 
never produced them for the gen- 
eral public. There were uncon- 
firmed reports he had been bought 
off by oil interests. 

On expiration of the patents, 
Cars says, the carburetor can be 
taken up by any manufacturer. 


® Breaking a silence of 14 years 
in the interview published by Cars, 


Mr. Pogue admitted that when 
news of his invention first broke 
he was subjected to heavy pressure 


iby Canadian and American politi-, ville. 


| Forrest R. Geneva has resigned 
|as local advertising manager of the 
newspaper, a position he has held 
since 1922. He has been with the 
newspaper since 1909. He has been 
cians, but he does not name them.' president of the Midwest Adver- 
In 1936, a test run in Winnipeg, tising Managers Assn. (1926-1927) 
reported in Canadian Automotive “9d president of the Newspaper 
Trade, clocked 216.8 miles on an. or bh hha Executives Assn. 
imperial gallon of gas using the ( -1940). 
Pogue carburetor. Several other) 
successful tests were reported Thompson to Federal Sign 
shortly afterward, and oil stocks| Robert C. Thompson, formerly 
on the Toronto exchange took a President of Outdoor Electric Ad- 
tumble. Then doubts about claims | V¢Ttising, Dallas, has been named 


manager of the Dall i 
for the carburetor began to appear adores Sign Co, Funds a ee 
in newspapers 


: _and magazines, er, Federal has acquired the op- 
after which the inventor reported eration of Outdoor Electric, which 
his workshop was broken into and will become effective when cur- 
models stolen. \rent contracts of Outdoor have 
The current issue of Cars repro-| been fulfilled. 
duces drawings from the patents, | 
and reports that Mr. Pogue, now /aicks Joins General Foods 
general manager and part owner|, David P. Jaicks, formerly with 
of a Montreal machine shop, de- dined the Franklin Pay FO 
a 4 heeiprwe ~ _ yee rem 4 General Foods Corp., Hoboken, 
practical, but that he is frightened |N. J., as an assistant product man- 
and unwilling to discuss details. (ager for Baker’s coconut and Log 
|Cabin syrup. 


Fordyce Joins Raytheon 
Robert W. Fordyce has been| Nesco Promotes Purcell 

named district sales manager of Robert L. Purcell, v.p. and treas- 
the television and radio division | urer of Nesco Inc., Milwaukee 
of Raytheon Mfg. Co., Chicago, in| housewares manufacturer, has 
the eastern region which includes|been promoted to executive v.p. 
Birmingham, New Orleans, Pensa-| Martin Segal has been elected v.p. 
cola, Tampa, Miami and Jackson- | and treasurer to succeed Mr. 
Purcell. 
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$30,000,000-Plus Year Predicted 
for Store-Distributed Magazines 


(Continued from Page 3) 
books are overpriced”), are busy 
battling one another. 

Woman’s Day, distributed ex- 
clusively through A&P markets 
(with about 14,000 copies sold on 
Colorado newsstands for 15¢ in a 
“test” now 13 years old), is best 
able to stand aloof from the fight- | 
ing. The other books look on WD 
as the showpiece magazine, the 
pioneer in the field. (Family Cir- 
cle is actually seven years older, | 
but the consensus is that it) 
amounted to little until after the) 
war, when it got new paper, better 
printing and editing.) 


while FC currently is guarantee- 
ing 4,000,000. Moreover, January- 
through-June figures show FC 
with $5,689,794 in revenue from 
399.23 pages as compared with 
WD’s $5,175,096 from 399.94 pages. 


plan for getting prime accounts,” 
talks of being “the largest women’s 
magazine, bar none, within a few 
years.” Circle also competes on 
the basis of: (1) lowest base rate 
of the top ten magazines; (2) 20 
editions—no other book has so 
many. “Why, you can buy three 
| separate editions in New York 
jaoene." 

s WD’s revenue of nearly $11,-! 

000,060 and 848 pages last year led' # If the Woman’s Day-Family 
Family Circle’s $9,750,000 and 792 | Circle set-to is on the genteel, or 
pages. But WD, briefly up te the) Marquis of Queensbury side, the 
4,000,000 circulation mark, has set- in-fighting between Better Living 
'and Everywoman’s is something 
ito see. The latter reports it is now 
'in 86 chains, a gain of 13 since the 
first of the year—and all 13 were 
previously distributors of Better 
Living. BL, in turn, frowns darkly 
on Everywoman’s operating 
|\“methods” and doubts “whether 
there’s room in the field for four 
national books.” 

Everywoman’s expects to go to 
a 2,000,000 guarantee in January, 
but in February Better Living’s 
guarantee will be advanced to 2,- 
500,000. 


® In addition to intra-field has- 
sles, Better Living, published by 
the McCall Corp., seems to find it- 
self straddling the fence in the 
store-distributed vs. women’s serv- 
¢ ice donnybrook. Top men at Mc- 
was wenn S dene ioe Call insist there “is still plenty of 
RETAIL SALES | room for good women’s books” 
cadien $534,412,000 ‘and the “opportunities for store- 
reeeees 129,096,000 books do not lie in the direction of 
onkee 405,316,000 Swipe , : 
A TIMES AS MUCHI imitating the women’s books.” Bet- 
ter Living, incidentally, plans to 
Paso Times shift its editorial emphasis in the 
fall—so much so that the rest of 
the field is expected “to be 
amazed.” 

At least one book in the women’s 
service field has brought out a 
study aimed at discounting the 
store-books as an advertising fac- 
itor. Woman’s Home Companion 
last year turned up with a 16-page 
study which concluded that “the 
grocery store magazines are a sup- 


NATION'S LARGEST TRADE TERRITORY 


RETAIL TRADING ZONE 


Che 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 
A Scripps-Howard Newspoper 
Evening 
Two Separate Newspapers 
-30¢ Line BUYS BOTH! 


when time is important—get 
newspaper mats from 
ELECTROTYPE DIV 


evinennsannncting 


SEeley 8-1010 


tled back to a 3,750,000 guarantee, | 


Family Circle, with “a five-year | 


| 
| 
} 


| 
i 
| 


| 


| group already reached by women’s 


How the Six Store-Distributed 
Magazines Compared in Revenues, Pages 


Based on Publishers Information Bureau Data 


{First Half 1953 vs. First Half 1952) 


Magazine Year Revenue* Pages* Revenue** Pages** 
Family Circle . 1953 $5,689,794 399.23 $5,999,025 416.77 
1952 4,538,794 379.23 4,782,023 396.24 

Woman’s Day .. 1953 $5,175,096 399.94 $5,292,107 406.62 
1952 5,502,434 436.87 5,614,104 443.39 

Better Living . 1953 $1,792,338 236.21 $1,792,338 236.21 
1952 1,225,519 228.48 1,225,519 228.48 

Everywoman’s 1953 $1,456,746 268.32 $1,528,612 276.61 
1952 1,288,600 240.00 1,313,683 243.28 

Western Family ... 1953 (not available) $804,265 209.00 
1952 (not available) 711,323 227.00 

American Family .. 1953 $404,737 118.54 $404,737 118.54 
1952 243,271 94.11 243,271 94.11 

ZOCAIS ......; 1953 $14,527,711 1,422.24 $15,821,084 1,663.75 
1952 =: 112,798,577 1,378.77 13,889,923 1,612.52 


*These figures represent pages and dollars appearing in 20% or 
more of total circulation bases except for Western Family, which did 
not supply figures for advertising not appearing in editions having 
20% of total circulation. **If every page and every dollar, regardless 
of the 20% demarcation, were counted, these are the figures the 
books would show. Better Living and American Family figures are 
not affected by the 20% rule. 


plementary medium in the wom- 
en’s magazine field. They add only 
about 10% more readers to the 


Newspapers Chided 
for Not Carrying 
Enough Boat Ads 


NEw York, Aug. 12—Newspa- 


service magazines, these extra 
readers being mainly in the lower 
economic and educational groups.” 
Such findings are roundly) pers are missing the boat when 
hooted by most store-book ex-|they don’t go after boat advertis- 
ecutives. One said the recent wave | ing, according to Joseph E. Choate, 
of junior-size pages among the executive secretary of the National 
women’s publications “is an ad-| Assn. of Engine & Boat Manufac- 
mission of the inroads we’re mak-| turers. 
ing.” | In the three major boating mar- 
Another said, “Just look at the| kets, New York, Washington and 
space figures for the service books| Boston, only $198,000 worth of 
vs. the store-books for the past/ retail newspaper advertising was 
few years; our gains are almost!|sold to dealers and distributors 
paralleled by their losses.” ‘of boats and marine equipment in 
(1952. This, Mr. Choate says, rep- 
® American Family, which in 1952) resents 1.4% of the estimated $14,- 
increased its circulation from)| 000,000 that should have been sold 
500,000 to over 1,000,000, and) last year. 
which says it has a current deliv- About $700,000,000 was spent 
ery of 1,200,000, calls itself “The|by the general public for boating 
Magazine of the Independents.” _|last year and indications are that 
In fact, it goes further than this|the 1953 figure will exceed that 
and insists it is the only consumer|by some 15%. Two per cent of 
magazine published “for exclusive | $805,000,000, Mr. Choate noted, 
distribution through voluntary, co-| would amount to about $16,000,000. 
operative and independent whole-|‘‘Are the newspaper advertising 
sale grocers” for sale at the check- staffs really tapping this fountain, 
out counters of independent retail|or are they basing their sales on 


grocery stores. 


Part of the magazine’s sales 
argument is that it supplements 
and complements the other store- 
distributed books. Family Circle, 
Woman’s Day, Everywoman’s and 
Better Living reach stores enjoying 
a weekly traffic flow of 85,000,000 
people (26,000 stores), it points 
out. American Family’s 13,000 
stores have a weekly traffic flow 
of about 19,000,000, the publica- 
tion says. 

If you take the traffic flow in 
stores reached by a!l five maga- 
zines, there is a weekly traffic flow 
in terms of purchases of over 104,- 
000,600. American Family says it 
accounts for 18% of this total. 


Ruberoid Co. Names 2 Execs 
Cc. J. Dunham has been ap- 
painted merchandising manager 
and general staff assistant to E. J. 
O’Leary, v.p. in charge of sales 
of Ruberoid Co., New York maker 
of asphalt roofing and asbestos- 
cement building products. J. 
Maurice Hoare, formerly sales pro- 
motion manager of American As- 


'phalt Roof Corp., Kansas City, 
|Mo., has been named sales promo- 
‘tion manager. Mr. Hoare will be 
in charge of all phases of advertis- 
ing and sales promotion for Ruber- 
‘oid and the recently acquired Old 
'American Roofing Mills division. 
/R. G. McCoy, advertising manager, 
will continue in that position. 


Screen Gems Adds Markets 
Screen Gems, New York, has 
sold “Big Playback” te local spon- 
sors 1n six additional markets. With 
the 44 markets carried by Ethyl 
Corp., this gives the film sports 


joutdated figures for participation 
in recreational boating?” 


s The number of boating enthusi- 
asts has gone from 7,000,000 in 
1947 to more than 16,000,000 last 
year, and recreational craft in use 
during the same period increased 
from 2,500,000 to more than 4,760,- 
000, a gain of more than 95%. 

Manufacturers and dealers re- 
port 1953 sales well ahead of the 
1952 record year, “yet boating re- 
tail linage in newspapers does not 
seem to have kept pace with this 
growth,” he said. 

“With boating fast becoming one 
of the most popular forms of rec- 
reation all over the country, it 
would seem that newspapers are 
missing out heavily on an excellent 
source of revenue,” Mr. Choate 
commented. 


Milwaukee Adclub Elects 


John A. Reynolds, an account 
executive of Scott Inc., Milwaukee 
agency, has been elected president 
of the Milwaukee Advertising Club. 
Other officers elected are Vernon 
S. Mullen Jr., advertising manager 
of Miller Brewing Co., v.p.; Dick 
Wells, president of Wells-Badger 
Corp., treasurer, and George 
Staudt, advertising and sales pro- 
motion manager of Harnischfeger 
Corp., secretary. 


Pepsi Names dePerri 

The cup vending division of 
Pepsi-Cola Co., New York, has ap- 
pointed dePerri Advertising, New 
York, specialist in the vending 
field, to handle a 12-month direct 
mail campaign to sell operators on 


program coverage in 50 markets.using the company’s syrup. 
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Audio-Visual Group Elects 


R. W. Schmader, sales manager, 
projector division of American Op- 
tical Co., Chelsea, Mass., has been 
elected chairman of the board of 
the National Audio-Visual Assn. 
Other officers elected are J. Ken 
Lilley, of J. P. Lilley & Son, Har- 
risburg, Pa., vice-chairman; Anne 
Vath, L. C. Vath Co., Sharpesville, 
Pa., secretary, and Francis Didier, 
treasurer. 


Cuban Tourist to McCann 


The Cuban Tourist Commission 
has appointed Guastella McCann- 
Erickson, S. A., Havana, to handle 
advertising in Cuba. The adver- 
tising will be entirely of an edu- 
cational nature for department 
stores, bars, tourist guides, and in- 
dividuals who have direct contact 
with tourists. 


Pretzel Bakers Name Knox 


The National Pretzel Bakers In- 
stitute, Philadelphia, has appointed 
Robert Knox Advertising Co., New 
York, to conduct a public relations 
program to promote the consump- 

tion of pretzels. 
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ACB Newspaper Research Service 
brings you every advertisement 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summarized report form; or 
you may make up your own reports 
from the full-page tearsheets we 
furnish you. 


With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor's dealers; or the content 
and extent of releases by com- 
petitors in national advertising. 


ACB shows above how you can 
buy these services by markets; but 
you can order by your sales terri- 
tories; or even single towns. You 
may take these services continu- 
ously, or periodically. 


ACB Services are among the most 
useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want in coverage—and induration. 
Send today for catalog. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. * New York 16 
18 S. Michigan Ave. *« Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. ¢ San Francisco 5 


ADVERTISING | 
CHECKING BUREAU 
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Kids Still Read 
Comics, Despite — 


Lure of TV, AM 


NORWALK, CoNN., Aug. 14—It 
looks as though the kids in Nor- 
walk don’t have much time for. 
play—or homework either, for | 
that matter. 

This is the conclusion that comes 
to mind after perusal of a survey 
made in May among third to sixth 
graders here. The study, which 
covered TV viewing, radio listen- 
ing and comics book reading, was 
sponsored by the board of educa- 
tion of Norwalk and Dell Publish- 
ing Co. 

This is what the children re- 
ported doing with their time: 

Television viewing—an average 
of three hours and 43 minutes per 
day. 

Radio listening—an average of 
one hour and 43 minutes per day. 

Comics book reading—no time 
breakdown was given, but 93.9% 
said they read comic books, and 
89.9% of the youngsters are Dell 
comics readers. 

Data were obtained through 
classroom questionnaires in 15 
grammar schools, with 2,515 chil- 
dren covered in the study. 


® More than 93% of the boys and 
girls said they had TV sets in their 
homes. Some 46.4% of them ad- 
mitted it “affects” their homework 
—i.e., they do homework some- 
times while watching TV. | 

Total TV listening hours per. 
day by age groups were: third 
grade—3:25; fourth grade—3:57; 
fifth grade—3:45, and sixth grade 
—3: 47. 

Radio listening was reported by 
68% of the children, and 37% said 
it “affects” their homework. Lis- 
tening time ranged from 1:38 
hours per day for third graders 
to 1:55 for fifth graders. 

Leading comics books in terms 
of the number of boys and girls 
who said they read them were (in| 
order): Walt Disney Comics, Lit- 
tle Lulu, Roy Rogers, Gene Autry, | 
Tom & Jerry, Lone Ranger, Archie, | 
Tarzan, Archie’s Pal Jughead and 
Looney Tunes. All of the forego- 
ing except Archie and Archie’s Pal 
Jughead are Dell publications. 


Foley Eyes TV Film Field; 


Opens Los Angeles Office 

George F. Foley Inc., New York | 
radio-TV program producer, has | 
set up a film syndication depart- 
ment to be headed by Maurice E. 
McMurray, sales supervisor of the 
company. Mr. McMurray has been 
with Foley for a year. 

Coincidentally, the producer has 
opened a Los Angeles office. New 
v.p. in charge of this West Coast 
office is Kingsley F. Horton, for- | 
merly a sales executive with CBS. | 
Film production has been started | 
on “Tales of Tomorrow,” the 
science-fiction Foley package, | 
which lost its network sponsors at | 
the end of the spring season. 


KNBC Raises Discount 

KNBC, San Francisco, as of Aug. 
15 offers advertisers a discount 
ranging up to 35% and a program 
discount ranging up to 22%%. 
Under the old card, the peak dollar 
volume discount for announce- 
ments was 25% and for programs 
15%. The new card also makes 
minor changes in time classifica- 
tions and in the Class C announce- 
ment rate. 


Magnaliner Names Garfield 
Sidney Garfield & Associates, 
San Francisco, has been named to 
handle advertising and sales pro- 
motion for Magnaliner Wheel 
Aligning System, San Francisco. 


Sisson Joins ‘Collier's’ 

Richard P. Sisson, formerly with 
Criterion Advertising Co., has been 
named supervisor of sales presen- 
tations for Collier’s, New York. 


Merge Saturday Editions 


The News-Press, St. Joseph, Mo., 
evening paper, and the Gazette, 
morning paper, have combined 
their Saturday editions into a sin- 
gle morning paper. Format is the 
same as the News-Press. Subscrip- 
tion rates have not been changed. 
Henry D. Bradley, publisher of 
both papers, said the trend of clos- 
ing business places on Saturday, 
giving workers a long weekend 
holiday, had reduced the impor- 
tance of a Saturday evening paper. 


Meyer Inc. Names Pickering 
A. J. Meyer Inc., Detroit, retail 
drug firm, has appointed Robert 
L. Pickering Advertising Agency, 
Oakland and San Francisco, to 


handle a new advertising program. 


WWON Names Keller 


WWON, Woonsocket, R. I., has 
appointed Robert S. Keller Inc. 
as its sales and sales promotion 


representative in the New York WGVL-TV, Greenville, Bows 


area. ‘ 
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Mutual Adds Albany Power 

WPTR will become the Mutual 
affiliate in Albany, N. Y., effective 
Aug. 30, replacing WROW. WPTR, 
a 50,000-watt station, previously 
has operated as an independent. 
WROW operates on 5,000 watts 
daytime and 1,000 watts nighttime. 
This switch gives Mutual six 50- 
kilowatt stations. 
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Sheaffer Pushes Fineline Pen 


W. A. Sheaffer Pen Co. is run- 
ning its first national advertising 
for its Fineline pen since the late 
’30s. Four successive 28-line ads 
will run in Life starting Aug. 
17, plus advertising over the Larry 
Storch CBS-TV network show. 


TANGY CONFERENCE—The full-color spread scheduled to announce P. J. Ritter Russel Seeds Co., Chicago, is the 


Co.'s new Tang of Tabasco catsup in Sunday newspaper supplements was discussed agency. 

at a Bridgeton, N. J., sales meeting by (left to right) William H. Ritter Jr., presi- | 

dent; Bob Lore, sales and advertising manager; Paul Ritter, executive v.p.; Harry NBP Adds Publication 

Hough, v.p.; John Ellington, v.p., and Jim Lamb, president of Lamb & Keen, Phila- | Mountain Constructor, CCA 


delphia, the Ritter agency. monthly published in Denver, is 


the latest addition to the member- 
first television station for the city, ship of National Business Publica- 
WGVL-TV, Greenville, S. C., has gone on the air. | tions, Washington. 
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, | - In Canton, Ohio, where water hardness measures 
29 grains, families spend 38% more than the 

national average per year on soaps and cleansers. 
Consequently, the soap or detergent advertis- 
ing dollar invested in The Canton Repository 
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reaches a market 38% richer than the aver- 

age. On a cost-per-sale basis, then, it costs 38% 
less to secure soap and cleanser sales through 
Canton’s only daily newspaper—The Canton 
Repository. Get 38% more for your advertising 
dollar—be sure your schedule for soaps and 
cleansers includes The Canton Repository: 
100% city zone coverage; 98.8% home delivered. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 
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The boy with the terrible thirst 


It was hot in Grand Rapids last summer, yet 
no matter how much water he drank, little 
Billy Owen couldn’t seem to quench his thirst. 


His mother wasn’t concerned about it because 
Billy happened to be cutting all four two-year 
molars at the time. Besides, it was hot, and 
everybody else was thirsty, too. 


But when the weather turned cooler and 
Billy’s teeth had all come through, and his ter- 
rible thirst became even more intense, then 
Mrs. Owen began to wonder. 


She remembered having read a COMPANION 
article, When to Call the Doctor, which men- 
tioned excessive thirst as a possible symptom 
of diabetes. 


Just to make sure, Mrs. Owen bundled Billy 
off to her pediatrician. Thorough examination 
made the doctor suspicious, too. He suggested 
immediate hospital observation. 


Sure enough, Billy was diabetic. 


Fortunately, the doctors said, Billy’s case was 
recognized early, in its more readily control- 
lable stages. It would take some time to get 
him adjusted, of course, but the doctors were 
confident. 

We heard from Mrs. Owen again the other 
day. It was a happy letter. She told us that 
Billy is going to be all right. “We want to thank 
your magazine for that article,” said she. 


The COMPANION sets out to do important 


things in the lives of its readers. Stories like 
Billy Owen’s encourage us to feel that our 
purpose is good. We try to edit each issue as if 
the life of a child, or the happiness of a family, 
depended on it. This is the essence of our edi- 
torial philosophy and our reason for being. 


Wnan 


=/()MPANION 


Women buy, rely on, and live with every issue 
of the COMPANION to learn more about the 
care of their homes, their husbands, their 
personal appearance ... and, above all, their 
4,467,742 children. 


THE CROWELL-COLLIER PUBLISHING COMPANY—640 FIFTH AVENUE, NEW YORK 19, N. Y.—PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE 
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